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priced. It is earned by consistent 
national advertising that brings 
satisfied customers to you, yearafter — 


year. 


. dence in ‘‘U.S.’’ KEDS, ‘‘U.S.”’ 

. KEDETTES, ‘‘U.S.’’ GAYTEES 

and “‘U.S.’"” ROYAL FOOTWEAR 

as the finest rubber-soled and 
rubber footwear. 


The names have helpedyou identif 
your store as headquarters for qual- 
ity. When ‘‘U.S.”’ merchandise is 


This confidence is earned by con- 
Sistent standards in the making of 
“U.S.”’ Footwear — quality mer- 


again on your shelves, these names 
will win and hold friends for you 
again. 





eh Serving Through Science 


PSL 


1230 Sixth Avenue « Rockefeller Center e Né€w York 20, N. Y. 











TANDRITE 


standards of quality, 
color and finish have 
withstood all the whims 
and wiles of abnormal periods. 


That fact... outstanding in 





Tandrite history... will be as 
evident tomorrow 


as it is today. 


Open Back, Cross Strap 
Vamp Sandal, with. Per 


forations on Vamp 


RICE-O'NEILL SHOE COMPANY 
St. Louis, Mo 


Tondrite No 594 Blue Calf 






















TEACHER 





BEAUTICIAN 


No. 1781 — White Kid Nurse’s Oxford 
3% to 10... AAAA toE 


ATIONING has created a better apprecia- ance. We make it over our 3-point suspension lasts. 
tion of quality among your customers who Selected materials of the best quality are combined 
thought first about style. And with the with careful shoemaking. And, they have eye- 
tempo to the activities of women both in the appeal too! 
ions and in the helpful war services there is Kali-sten-ike MADAM-ETTES’ wide range of widths 
a keener appreciation of and sizes adds to your reputa- 
foot comfort means. tion for fitting service, All in all, 
re Shoe shown above the line with its many features 
popular for its fitting is a Capital Asset for leading 
and perfect foot bal- stores and shoe departments. 














GILBERT SHOE CO. THIENSVILLE, WISCONSIN 





TE. Tt Se ee ’ : pius $8.50 tes Conadian Wor Muchunge tee—sushing toil G S880 





The. Vita-Tempering Furnace is regu- 
lated by automatic time and temperature 
controls, making possible an unusual 
degree of shank uniformity. The shanks 
coming from a hot salt quench are 
clean — ready for insertion in the shoe. 


(Photo by U. S$. Army Signal Corps) 


The exira toughness, hardness and rigidity 


of a shank that has been through the Vita- © 


Tempering Process are plus-values in 
footwear for the Armed Forces. Shoe Man- 


ufacturers making all types of military — 
footwear — for combat — for training — for — 


garrison— have used more than 14] million 
Vita-Tempered steel shanks since the out- 
break of the War! All United shank steels 


are Vita-Tempered. Look for the red “V-T”” 


seal on each box of steel shanks. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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a Hope Chest is not a Period Piece ‘ 


She may not call it a Hope Chest, but like her Victorian 
sister, the Girl-with-a-Paycheck buys for the day 

when she will have a home of her own. With 52 pay-checks 
a year, she can collect the beautiful silver, fine china 

and good linens that have always gone into Hope Chests. 


She’s the bright secretary, the alert salesgirl 

whose plans include tomorrow as well as today. She buys 
satin comforters and candlewick bedspreads, 

erystal goblets and candlesticks. Her shopping list 

is a vivid index of her wide variety of interests. 


Hundreds of stores are thinking up ways to win the 
Girl-with-a-Paycheck. Smart stores are using GLAMOUR 
to help them. GLAMOUR’S Career Councillors are in 

34 important cities. As-seen-in-GLAMOUR endorsements 
sell hundreds of items. Make the Girl-with-a- 


Paycheck your customer by telling her your story in 


GLAMOUR 


4 Condé Nast Publication 
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Flexibility so respon- 

sive that shoe action 

and foot action are one 
. - stability so staunch 

that every step is secure. 


Illustrated: Smith 


en eee 
or Black Scotch Grain. 
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With your mind on what you want most in shoes, try 
Smith Synchro-Flex * British Walkers. Experience the in- 
stant ease of the only footwear with * Synchro-Flexstability 
—a quality born of long labor and far visioned thinking. 
The new freedom insured by patented Synchro-Flex 
construction plus the old virtue of Smith quality give 
you more than just shoes. . . . 


Priced from $11.95. 












SPEED VICTORY 
BUY MORE BONDS 


AN ADVERTISEMENT 
FROM ESQUIRE AND 
NEWSWEEK 





















You sell 
Synchro-Flex x 
British 
Walkers, sure 
in the knowl- 
edge that 
their perform- 
ance solidly 
substantiates 
every word 
of the steady 
advertising 

in national 
media, 


NOTE: 
The two-eyelet, cen- 
ter seam oxford— 
nationally adver- 
tised—is a Synchro- 
Flex x British Walker 
style whose popu- 
larity is widespread. 


- P. SMITH SHOE COMPANY...CHICAGO 22, ILLINOIS 
Fast: MARBRIDGE BUILDING, NEW YORK CITY West: LANKERSHIM HOTEL, LOS ANGELES 
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<{ took a ‘salesman’ s holiday’ vag 
and learned how to sell a pos 





tom 
“DURING MY VACATION I dropped in at my V 
vad: CaS at ee brother Bill’s shoe store for a chat. He was pretty 
busy just then—so, being a shoe man myself, | 0y 
thought I'd help. set 


“My first customer was a mailman. No matter 
how I tried, I couldn’t seem to sell him. ‘Gotta 
have comfort,’ he grumbled. 

“Bill finished with his customers, while I was 
still fumbling with mine. “You take over, Bill,’ 
I whispered—and boy, he did! 

“He brought out a pair of shoes and told 
the mailman that they were made with Cushion 
Cork*. He explained how Cushion Cork cushions 
every step, eases breaking-in, insulates against 
heat or cold, allows feet to ‘breathe.’ 

“The mailman tried them and, to my surprise, 
said, ‘Wrap em up!’ 

“Later I told Bill, ‘Guess an old customer is 
only satisfied with you.’ ‘Nope,’ said Bill. ‘First 
time I ever saw him. He was just like mest folks. 
Whether they walk a lot or not, they really go for 
the comfort of Cushion Cork. You ought to try 
it over at your store.’ 

“Well, I did try it. I specified Cushion Cork 
on my next shoe order. . . . What a difference 
in sales!” 














* * * 

NOT ONLY POSTMEN—but all of your cus 
tomers are easier to sell when shoes are made 
with Armstrong’s Cushion Cork. This springy 
material is used as midsoling, filler piece, plat- 
form, and in combination with insoling materials. 
Be sure to specify Armstrong’s Cushion Cork on 
your next shoe order! Armstrong Cork 

Company, Shoe Products Department, @® 
9611 Arch St., Lancaster, Pennsylvania. 


Coudheon Coe” 


ADDS COMFORT TO EVERY 5 
















* Reg. U.S. Pat. Off. 





ARMS TRONG’S SHOE PRODUCTS 


JNIt . LEE ° N Rk . CORK COMP | ON 
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Wings for feetamda 
+The nid naga swing nies EHCHION for sales 


after year ... once sold, a Main Spring Arch cus- 
tomer stays sold. 


Walk-Over shoes have been giving satisfaction for - 
70 years...so a Walk-Over franchise is.a definite as- 






set in any community. Let’s talk over an association. 





ALK-OVER 


Main Spring Arch Shoes 





Restful Support at the 







Three Weight-Bearing 
Points of the Foot Walk-Over Prices $8.95-$10.95 
* REG. U.S. PAT. OFF. Geo. E. Keith Company, Brockton 63, Mass. 
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Campus favorite . . . Darling of 
the Younger Set... A 
“Natural” for “Smooth” 
Sleek, Sturdy Built-Up Heels! 





The CLASSIC TWO-TONED SPECTATOR 


Perennial “Best Seller” — Smarter 
than ever with Sleek, High Style 
Built-Up Heels. 


Built-Heels will enhance the 


beauty of all your daytime models. 








BUILT-UP HEEL CONFERENCE 


* See M-217 for easing 211 CONGRESS STREET, BOSTON 10, MASS. 


of former restrictions. 
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Drew Shoes . . . with complete correlation of lasts 
and patterns . . . each pattern drafted to fit the 
individual last in every size, width and heel height 

. combined with Drew's superlative construction 
features and Drew's seven basic lasts . . . brings you 
a line of footwear which makes fitting hard-to-fit feet 
a simple science. 


Store individuality belongs in- 
disputably to the establish- 
ment which serves women 
with fine fitting shoes that are 
lovely to look at. Drew Shoes 
are such shoes. 

























ARCH REST and FOOT FRIEND SHOES fo retail at $7.95 to $8.95 
DR. HISS SHOE fo retail at $8.95 to $10.95 
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: =\\\) IRVING DREW CORPORATION, LANCASTER, OHIO 
: J a 
New York, 746 Marbridge Bldg. 
 Nevember 15, 1944 
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EST. 1891 


B.S AS ee ORSBTEN. & SS ON “COMPANY 


MARLBOROUGH, MASS. 





Manufacturers of beautifully constructed Welt Shoes. The name Corbin has 
stood for excellence in fine shoemaking for more than one hundred years. 
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“is watch for it in 

<a ay where fit and freedom 

eS ji Fife is } count...in girdles, bathing 

eT ALS <t suits, shoes, underwear, 

ay > sportswear. You'll find the 
7 Contro label on these 

clothes 


aunt coe vase ss 


* 





Livia” Firestone 


ne Sraetuniees <a DS edvertie- 
. for the day when r audience for you 
there’s plenty of Contro! 


once. &. & rr Orr 
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“MY CUSTOMER WANTED SHOES |f 
THAT SAVED LEATH 


ne 


Easy to sell her when you have 
PLASTIC-COVERED heels” 











f e My customer looked up from our shoe dis- 2 e “Do you like any of these?” I asked, showing 
play. “These shoes are very attractive. But I her several styles. ““Yes, I'd take those pumps. 
want to be a conservationist. Can I buy shoes that But I can’t see where they save any leather. Look 
save leather?” What a surprise! But I went to work. at. the leather heels.” That was my cue... 





3 « “Hear that clear, rock-like ring when I tap G, “PLASTIC,” she said, getting interested. 


the heel with a metal shoe horn? These heels are “It saves leather, doesn’t it? With the Army 

‘ PLASTIC. They have Du Pont Scuffless “Pyra- needing it, that’s what I want to do.” ““What’s 
heel’ plastic heel covering, which looks like leather more, it will give you long wear,” I added. (I 
.. . resists scuffing . . . fading . . . staining.” never forget ““Pyraheel”’ in cases like this.) 


Specify ““Pyraheel’”’ when you write out 
Pil your next order. Available in all colors 
permitted under rationing. You'll know 





roe ‘ at? it’s “Pyraheel” by the clear, rock-like 
st ring when tapped witha metal shoe horn. 

oes E. I. du Pont de Nemours & Co. (Inc.), 

Ress. - Plastics Department, Arlington, N. J. ned 
a evENI 





DU PONT my 


Clit “PYRAHEEL’” 
QU POND Sa site nal baberine 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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J, To supply the pent-up demand 
for Comfort Shoes... 


PORTO:PED the lthume The extra hours of comfort built into Porto-Ped Shoes 


Yields with every step is a feature that has clicked with millions of men. And 
% Absorbs shocks, jars the good news is spreading so fast that all the men who 
* Keeps you foot-fresh - 

want Porto-Peds can’t get them just now. Then, too, 
ee when our fighting men get back, they're going to de- 
a mand comfort to ease their war-weary feet. What an 
“open sesame” to profits for the dealer who is ready 
with Porto-Peds’ comfort combination of patented, 
yielding air cushion and exclusive, flexible Arch Lift! 
Remember — postwar competition’s going to be keen 
— but you can stay in the lead with Porto-Peds’ sure- 
fire selling features that win new customers and bring 

‘em back for steady repeat purchasers. 


* PORTAGE SHOE MFG. CO. 
shed by yoorafter your solid ond Division of Weyenberg Shoe Mig. Co. 
actional advertising in 
UFE, THE SATURDAY 
EVENING POST, COL. 

WER'S and ESQUIRE—and 


SEES SORTO-PED & 


| Ahir Cushioned SHOES 
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“MY CUSTOMER WANTED SHOES |if 
THAT SAVED LEATHER|| 


Easy to sell her when you have 
PLASTIC-COVERED heels” 














f e My customer looked up from our shoe dis- 
play. “These shoes are very attractive. But I 
want to be a conservationist. Can I buy shoes that 
save leather?” What a surprise! But I went to work. 





2 e “Do you like any of these?” I asked, showing 
her several styles. “Yes, I'd take those pumps. 
But I can’t see where they save any leather. Look 
at the leather heels.” That was my cue... 














ij 
) 3. “Hear that clear, rock-like ring when I tap G, “PLASTIC,” she said, getting interested. 
the heel with a metal shoe horn? These heels are “It saves leather, doesn’t it? With the Army 
d PLASTIC. They have Du Pont Scuffless ‘Pyra- needing it, that’s what I want to do.” “What’s 
heel’ plastic heel covering, which looks like leather more, it will give you long wear,” I added. (I 
.. . resists scuffing . . . fading . . . staining.” never forget ““Pyraheel”’ in cases like this.) 
Specify ““Pyraheel” when you write out 
Pal your next order. Available in all colors 
oe permitted under rationing. You'll know 
eo - it’s “Pyraheel” by the clear, rock-like 
st ring when tapped witha metal shoe horn. 
al E. I. du Pont de Nemours & Co. (Inc.), 
*eSi6r 5 Plastics Department, Arlington, N. J. ed 
ine UFE, T 
EVEN! 
HER'S a: 
DU PONT aS 
2 Motion « 
“PYRAHEEL” -- 
PIN REG. U.S. PAT. OFF. 
plastic heel covering 
BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 
12 Boot and Shoe Recorder Nover 
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To supply the pent-up demand 
for Comfort Shoes... 


PORTO:PED «4 thd The extra hours of comfort built into Porto-Ped Shoes 

Yields with every step is a feature that has clicked with millions of men. And 

% Absorbs shocks, jars the good news is spreading so fast that all the men who 

® Keges you Enot-tesk want Porto-Peds can’t get them just now. Then, too, 
when our fighting men get back, they’re going to de- 
mand comfort to ease their war-weary feet. What an 
“open sesame” to profits for the dealer who is ready 
with Porto-Peds’ comfort combination of patented, 
yielding air cushion and exclusive, flexible Arch Lift! 
Remember — postwar competition’s going to be keen 
— but you can stay in the lead with Porto-Peds’ sure- 
fire selling features that win new customers and bring 
‘em back for steady repeat purchasers. 


PORTAGE SHOE MFG. CO. 


* ine a 

locked by year-after year Division of Weyenberg Shoe Mfg. Co. 
tational advertising in 
WFE, THE SATURDAY 
EVENING POST, COL- 
WER'S and ESQUIRE—and 
by well-planned sales pro- 
Motion and dealer helps. 
3 * 
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The Sole it took 








7 Years to Create 




















NEOLITE SOLES—AN EXCITING NEW 
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Postwar Miracle’ 
NEOLITE 


An Exciting New Product of 
Goodyear Research Laboratories — 


NOT RUBBER — NOT LEATHER — NOT PLASTIC — NOT FABRIC!) 


OODYEAR SCIENTISTS began their search 
for this perfect shoe sole material way 
back in 1937. They recognized that it must 
have all the advantages of leather, plus 
additional desirable qualities. 


Goodyear knew that rubber soles were not 
the answer—excellent as they are for sport 
and work shoes. So an entirely new shoe 
sole material was sought. Now NEOLITE 
is here—developed and perfected after 7 


years of work! 


Leading manufacturers are now applying 
NEOLITE to their new lines. For full in- 
formation on stock sizes, colors, factory 
applications and prices to manufacturers, 
write The Goodyear Tire & Rubber Com- 
pany, Akron 16, Ohio or Windsor, Vermont, 


NEOUITE"TT, HM, THE GOOOYEAR TIRE & RUBOER COMPANY 4 


—F— 
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READY NOW! 
| SOLES _ 


Compare! wo otHER SHOE SOLE. 
HAS ALL THESE QUALITIES! 











C! 





1], FAR OUTWEARS 
LEATHER... 


4). WATERPROOF... 
NEOLITE is moisture-proof 





Proved by actual walking and remains waterproof— for 


tests. Yet flexible NEOLITE the life of the sole! 

weighs no more! 

3 ‘HELPS KEEP THE SHOE IN G, INSULATES THE FOOT AGAINST 
SHAPE... | * HEAT OR COLD!... 


A, FORMS A FIRM PLATFORM FOR J NON-SKID—WET OR DRY... 
* THE FOOT... 4 


DOES NOT MARK FLOORS . .. 
5 MOST COMFORTABLE SOLE EVER 2s 
* MADE... @,, NATIONAL ADVERTISING AND 
* PROMOTION IN ‘45... 


GOOD/YEAR PRODUCI 


detE November.15, 1944 . 
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What's Your Choice—23.3% OR 100G? 


HAT’S your choice — less than one-quarter of the potential shoe 


sales in your community — merely selling to one sex, one age- 


group — OR repeat sales to all the family? 


Sundial shoe stores are building prestige for themselves — based on the 
solid foundation of friendly, intimate selling of sound-quality, styleful 


shoes to all the family, from toddlers to adults. 


Sundial shoe stores create — and keep — their reputation for value in foot- 


wear, volume of sales, and vital service to families who appreciate it — and 


come back for more. 


DIVISION OF INTERNATIONAL SHOE COMPANY 


; MANCHESTER, NEW HAMPSHIRE 
Planning post-war? Read 
“Tue SunpiAL Story” 
—copy free on request. 





FOR ROUGH WEATHER 


# 
’ s od 


S, < ¢ 4 / 
, 4, f { Jf 4 go 
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Bulwark against dampness and cold, 

Rajah Soles will prove to be a “well- 
grounded” guardian of your customer’s health. 
Famous, too, for wear —and their ability 


to ease the shocks of pavement-pounding. 


Yes, they’re really rough weather resistors, 


reason why these Rajah Soles sell! 


Rajah 


SOLES 


ALFRED HALE RUBBER CO. 
NORTH QUINCY 71, MASS. 
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AIR-O-MAGIC Shoes for Men was built on a solid 
foundation of merit . . . no ballyhoo was needed to 
sky-rocket AIR-O-MAGIC to its position of leadership . . . 
quality and value alone assured promotion success! 
NOW we are preparing to do even bigger and better 
things when restrictions enable us to meet the full 
demand for AIR-O-MAGICS, That’s why we’ve launched 
an intensive advertising program in SIXTEEN 

national magazines, plus coast-to-coast radio on 
SIXTEEN stations. Yes, keep your eye on 
ATR-O-MAGIC . . . NOW and POST-WAR! 


Most Styles 
retail from 











LITTLE 















(OE RI process of children. 
And a considerable part of their play is pretending to be “grown up.” 
That's one reason why children are so fond of PLAYFUL Shoes — 

_ the clever platform type footwear just like big sister wears. PLAYFUL Shoes 
look grown up —feel free and easy on little feet. 

Mothers like their sturdy, solid leather construction, too. 
PLAYFUL Shoes are available in sizes 8 to 11% and 12 to 3. 
Write today for full money-making details. 


WEBER SHOE CO.° ST. LOUIS 4, MO. 
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After the victory, you'll see the results 
of the post-war plans on which Evaline, 
; _Brogi and Jimmy Pig are so earnestly en- 
gaged. There'll be wonderful new colors, 
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November 15, 1944 





QUALITY 


SO8N BRB. EVANS &2 COMPANY 





is the important feature of their post-war planning! 


and smart new finishes, you may be sure. 
But above all, there will be, as always, the 
matchless quality which is the outstanding 
characteristic of Evans Leathers. 






* CAMBEN,. NEW JERSEY © im 























The heyday of Kid Leathers 

will reach new heights with the dawn of 

peace. The present trend to Kid is constantly being 
accelerated, because it possesses all the 
attributes desired by designers, manufacturers, 


retailers and the vast majority of the public. 


Since 1832, KING KID... the finest 
expression of supple, smart, serviceable 
Kid Leathers... has successfully anticipated 


the demands of the future. 


* Gil Leathers 








BLACK GLAZED KING KID LEATHERS 
BLACK SATIN KING KID LEATHERS 


Welleann AME R Sompany 


PHILADELPHIA, PA. * ESTABLISHED 1832 


A Division of William Amer Co. 
M. & P. BLACK 
GLAZED KID LEATHERS 
. .. produced from the 
choicest India Goatskins 
M. & P. GLAZED KID LININGS 


M. &.P. GLAZED KID 
SLIPPER STOCK 
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The HARVARD in black 
or brown calf —one of 
the many sparkling 
Arch Preserver styles. 








THERE’S ONLY ONE SHOE 
WITH A STORY LIKE THIS... 
FOR THE RETAILER 
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Celastic adds to , 
her Foot Comfort 


Celastic is a positive means of 
adding a comfort element to closed 
toe styles. As the shoe is made, 
this solution-softened box toe con- 
forms to the contour of. the last. 
Celastic is also an important ele- 
ment in preserving the wear-life 
of useful footwear and is adapt- 
able to any shoemaking schedule 
economically. 


aay 
Ww 











Colas 


ee . 





THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS — 


Nov 
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Presenting 


“Tw ixteen 
Misses” 


PERFECT-FITTING LASTS 
READY FOR IMMEDIATE DELIVERY 


GOODYEAR WELT CONSTRUCTION 






Widths C&D, 
12% to 3....$2.85 
8a to 12....$2.45 





12% to 3....$2.60 
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We're making BIG plans for ’45! 


Wait'll you see what Oomphies have in store for you for next year! New, 
exciting materials and patterns . . . bigger national advertising . . . more 
and better store promotional help . . . everything to make 1945 a bigger 
year than ever for stores handling Oomphies! Our plans are definite, 
complete, practical—unaffected by war or rationing, designed to make 
life more pleasant for Oomphies stores. So get ready to cash in on 
Oomphies’ ever-upward climb and, in planning your own budget, leave 







OF 








plenty of room for Oomphies promotion! 


OOmphies® 


AMERICA'S FASTEST GROWING 











UNE OF INDOOR CASUALS 
LA MARQUISE FOOTWEAR, INC. * 137 Varick St., New York 13 
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SHELL 
SHOPD 


The same care in the selection of 
skins, the same skill in tanning, the 
same laboratory control, that are now 
applied to the vital job of supplying 
our armed forces with American 
leathers, will again be concentrated on 
supplying shoe manufacturers with 
quality leathers for civilian footwear as 
soon as the Big Job over there is 
finished. 


OFFICIAL U.S. ARMY PHOTO 





j 
AMERICAN HIDE ano LERTHER COMPARHY 


f ___— BOSTON, MASS. 
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Coming as he does in direct contact with the ultimate consumer, the 
merchant today is keenly aware of the growing demand for Quality 
in Footwear .dnd the vital importance of two words “Uniformity” 
and “Dependability” to the successful conduct of his business. 


Through a period of uncertainty of supply, and with a major portion 
of its facilities devoted to the production of glove and garment leath- 
ers for military needs, Surpass has adhered rigidly to its industry- 
wide reputation for Uniformity and Dependability in Kid Leathers. 
Although volume has been necessarily curtailed, standards of quality 
and service have not been compromised. Thus, Surpass Service fits 
well with the growing acceptance for Quality Footwear. And, Surpass 
Uniformity and Dependability will enable the merchant to fulfill the 
demand for better shoes. 





PEACETIME PRODUCERS of Surpass Glazed Kid in Black and Colors, 
Capre, Suedes, Linings and Kangaroo. 
For Post-War Shoes. A Complete Dependable Service. 





SURPASS LEATHER COMPAN) 


OTH & WESTMORELAND STREETS * PHILADELPHIA. PA. 
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-Winturop Sup-ons 


FOR GIFTED GIVING 


Wide awake Winthrop dealers will be quick to recognize the 
“gift appeal” of the Snoozer and the Lounger as advertised 
in December Esquire—the smart set’s “shopper’s guide”. 


In the Lounger, they'll be quick to recognize the 
magic Winthrop touch ... the flair for original, 
youthful styling that has made Winthrop 

the leader it is today, that will increase 

its leadership tomorrow. 


Priced to Retail at 
#550,, #950 $450, 8550 
(Some Higher) Sizes 1 to 6 
WINTHROP SHOES WINTHROP JRS. 


TO BE ADVERTISED IN 
. 


Eaguuct. 


She Hyle Endures 


Winthrop Shoe Co. + Div: International Shoe Company - Saint Louis 
New York Office, Room 914, Marbridge Building 
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is the store 


that people prefer! 
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BE SURE YOUR STORE has the 
eye-appeal that. means better 
business, Plan to modernize . . . 
inside and out . . . with Pitts- 
burgh Glass. This attractive 
store in St. Joseph, Mo., shows 
how Pittsburgh Glass can im- 
prove a store’s sales personality. 








Be ready to reap new profits by planning 
your new store front and interior NOW. 


wart a proven recipe for better business and big- 
ger profits? It’s a simple one . . . in two parts. 

First, give your store interior smartness and beauty 
with Pittsburgh Glass. Second, remodel your store front 
with Pittsburgh Glass and Pittco Store Front Metal. 
Then your store will have the eye-appeal and per- 
sonality that attracts new customers, widens your trad- 
ing area, boosts volume. 

Now is the time to plan your store modernization. Be 
ready to go when building restrictions are lifted. Re- 
member that a big backlog of modernization work has 
been built up during the restricted period . . . and it 
will probably be difficult to get alterations done 
promptly if you wait till the last minute. 

See your architect to assure a well-planned, economi- 
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cal store design. Our staff will gladly cooperate with him, 
And meanwhile, you'll want copies of our free books 
about store modernization. They show many actual 
Pittsburgh remodeling jobs . . . with facts, photographs 
and ideas. Send the coupon below . . . today. 


late Glass Company 
2362-4 Grant Building, Pitts urgh 19, Pa. 


ITTSBURG ay GLASS Pittsburgh P 1 
Dp i 

ease thout obligation, your 
; é' | aeease, $e ets ‘om at a aternization. 
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Famous throughout the West for its emphasis on 
quality merchandise, The Denver Dry Goods Com- 
pany rates “mile-high” with people who demand 
value. Present shortages have not affected this store’s 
standards for, through foresight in planning and 


buying, The Denver Dry Goods Company has been 
able to continue to deliver characteristic values. 


The shoes bearing the famous 
Red Goose label also emphasize 
quality. Sturdy—to stand up un- 
der the wear active boys and girls 


give them... good-looking — to 


appeal to youngsters... comfort- 
able—to help young feet grow 
Straight and strong. 


RED GOOSE DIVISION e« 





“The Denuer Dry Goods Company ta 
RED GOOSE SHOES 





Dealers are proud to sell Red 
Goose Shoes, for they know that 
the customer’s demand is always 
for dependable merchandise. The 
continued popularity of these fine 
shoes for boys and girls is due to 
our adherance to unvaryingly 
high standards. 






INTERNATIONAL SHOE COMPANY 













SAINT LOUIS 





ln response to a popular demand we present the 

“STAGE DOOR", a new last created by “UNITED'S” 

skilled model-makers. By carefully preparing the Other lasts and styles on display 
wood so as to combine our usual extremely high at the “STYLE STUDIO” in the 
standards of fit with the necessary style appeal, they Marbridge Building. Watch 
have produced a last that is acclaimed “a hit” by “UNITED” for future style trends. 
fashion and style authorities alike. 


AVAILABLE IN ALL POPULAR HEEL HEIGHTS 


UNITED LAST COMPANY 


OR Sol NE Aer Fades 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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For ; 
PULLING POWE 
-New Kawneer 


— 





Turre's something new in store-fronts! 


What does it mean to you? Greater pulling power for your 
store—more volume—more profits! 


Kawneer, pioneer store-front manufacturer, has developed a 
new concept of store-fronts as retail advertising, as “Machines 
For Selling”! Leading authorities on architecture and retail 
merchandising have cooperated. Forty years’ experience in 
helping merchants pull people in has been analyzed. New 
"| products and new services are the result. 


} You can cash in on this up-to-the-minute store-froat knowl- 
‘}edge. The Kawneer distributor in your locality is equipped 


\}t serve you. Give him the opportunity of studying your in- SMACHINES FOR SELLING! 
| @idual store-front problem. Mail the coupon today! CAREERS eee 

















|} Your future profits, your ability to meet com- _ uum” Se GT So A 

‘B Petition, perhaps your very success as a retail FREE 2411 Front Street, Niles, Michigan 

‘# Merchant, depend on greater PULLING POWER Biesse gead copy of booklet on Kewacer “Machines For 

a for your stere, bringing people in to buy! [llustrat 7 ~ OR aR he Nag PRR jhe ee 
—F Booklet Store_ Sah oe 





der November 15, 1944 


2s 
'e 


CONSULT YOUR ARCHITECT PD Sa SE DOO RNA ERE 2 FRE ROE 



















ee | 







and ntrar habe Of 


Yes—3—entirely different Beaufort Soles — 
SERING D, WILSON different in character—in appearance—in 
waa mr texture—and in purpose .. . 3 soles to suit the 


Beaufort Division, : 
Homasote Company exact needs of your shoes—and your markets. 


ne 
9 BEAUFORT RUFFIES ... new... 


7 
BEAUF ORT SOLE time-tested and set a new high in style for in- 
4s formals, play or leisure shoes... 


wear-tested —on millions of pairs of ‘ ‘ ; 
rationed and non-rationed shoes... ceehy, Sue ot erpiied ae Ser 
(AE 
easily outwears leather—available at oe no % — 
lsat under quantity production. ..- delightfully resilient. Ruffies 
are unaffected by moisture. In a 


glorious range of colors to flatter 


any shoe—and its wearer. 


3 BEAUFORT SUPERSOLE ... new... unlike any 
~-~—" other vinyl sole now on the market. Made ex- 4 
: —_—— clusively with quality vinyl resin, it is the result 7 
of months of laboratory research and experi- 
ment. Can be stitched and nailed, or cemented | 
with either pyroxylin or any latex-type adhesive. 
Can be grooved, edge-trimmed or set. Available 
in rich black or a warm ruddy brown. Unlimited 
To see all 3... in quality, but temporarily limited in quantity. 
get in touch immediately 
with any of our represen- 


tatives in all shoe centers. 


s o s 
These 3 soles are excellent examples MODERN 


of Beaufort quality shoe parts 


Insoles — in sheets; flexible ventilated strips; 
Knox Blocks - Linings—sock, vamp and quarter 4 ) < A 4 te 
linings; heel pads + Platforms + Midsoles - 


Counters - Heels and Wedges - Heel Bases. 
SHOE PARTS 


BEAUFORT DIVISION, HOMASOTE COMPANY + TRENTON 3, N. J. 
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EXERCISE 
1s 0 LEATHER WRECKER. 


17 BWILOS BOOIES - 
BUT 17S TOUGH ON RATION BOONS 





IT's sad, but true, that the same exercise which 
builds such healthy bodies, destroys even the best 
shoe leather. In normal times, this problem is one for 
the pocketbooks of the parents who must foot the bill. 
But, rationing has put it in a new light. Harassed 
parents seeking a solution have turned to Gerberich 
dealers for the answer. Because Gerberich dealers 
have long enjoyed the reputation for selling only the 
Best Quality Procurable, they have become the 
busiest merchants in their communities — a 
present indication of the bright future which 
Quality merchandise will enjoy, and the pros- 
perity in which they will share. 


We wish there were more Gerberichs avail- 
able for dealers who are selling them on rigid, 
but fair and equitable quotas—and for the 
thousands of shoe stores which should, and 


will be selling them when Victory permits 
greatly expanded production. 


GERBGERICN-PAYNE SHOE COMPANY *« MOUNT JOY. PENNSYLVANIA 


ffices—New York, Marbridge Bldg., Room 405 « Los Angeles, Haas Bidg. Room 407 « Phila., lafayette Bldg. Room 1025 





Post-war patterns, wider in the forepart, will 
need accurate trim fitting at the instep, the 
arch, and the heel. The SHUGOR Taylor 
has achieved success in this respect with a 
new better-fitting feature — a side-gore 
shoe (shown above) that mini- 
' mizes buldging, pinching, binding, 
gaping, and is covered by U. S. 


The SHUGOR patented reinforced-edge 

keeps top-lines firm yet yeilds to each 

flex and movement of the walking or 

standing foot — always to exactly the 

right degree of s-t-r-e-t-c-h for correct 
fit and comfort. 


Shoe manufacturers should con- 





Patents 2,311,996 and 2,097,810. —=SS===S=" tact us for details about this shoe. | 


THOMAS TAYLOR & SONS, INC. 


HUDSON, MASS. 
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tec as a better way of applying plastic soles, International’ 
Val process has become equally amazing because it gives a ¢ 
h effect and thus adds increased style to the shoe. The beauti 
rolled edge has a smooth finished appearance never befe | 
possible in plastic soles. The Hu-Val sole is the most 
style feature of the year’s shoe fashions, and an even brighte 


2 * is assured when a greater color variety is permitted for plasti 


Was the EDGE on Plastic Soles ~ 


f POWERFUL SELLING 
FOR #a-Val SOLES 


Neat trim appearance. Smooth, rolled 
Vedges that will not nick or scar. 


. Our tests prove wearing qualities equal 
to sole leather. 


3 Flexible and resilient, 0 ay a 
effect. 


4 Lowearbon 


INTERNATIONAL SH 
SAINT LQ} 
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Florsheim Shoes will still be 


the most walked-about shoes in America 


Come what may in new lasts, new patterns, new E 
tricks, this much is certain:—If a shoe style has a place 
in a well-dressed woman's daytime wardrobe, 
Florsheim will make it. We’re jealous of our 

reputation as America’s leading maker of daytime 


footwear ... and we mean to keep Florsheim Shoes just 





that—“‘the most walked-about shoes in America.” 








i) 





THE FLORSHEIM SHOE COMPANY « CHICAGO « Makers of Fine Shoes for Men and <4 
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Voice of the 


EDWARD N. ALLEN, president of 
the National Retail Dry Goods As- 
sociation and president of Sage- 
Allen and Company, Inc., of Hart- 
ford, Conn., says: 

“As retailers, we are going to be 
called upon to handle a tremen- 
dously increased volume of business 
in the post-war period. In 1929— 
and most of us will agree that was 
the peak year for pre-war business 
-——the volume of business done 
reached a total value of 74 billions 
of dollars. It took a war to equal 
and then surpass that figure; and in 
1942 we distributed 82 billions of 
dollars worth of goods. 

“In 1943 this jumped to 91 bil- 
lions of dollars, and this year it will 
be even more than that. But, mind 
you, the productive genius of this 
country has had another customer 
all this time: Uncle Sam. The goods 
produced for him we didn’t distrib- 
ute. Neither did the wholesalers. 
When the end of the war comes, 








he'll drop out of the market. And 
then you and I will have to help 
distribute not 80 or 90 billions but 
at least one hundred and ten bil- 
lions of dollars worth of goods— 
perhaps even more. 

“Now. it is inconceivable tha we 
are going to achieve that volume of 
business within the limitations of 
any pre-war distributive set-up. It 
means that we will have outgrown, 
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in most cases, not only our mer- 
chandising facilities in a physical 
sense but our merchandising pro- 
cedures, our sales techniques, and 
also in many cases, our financing 


of sales and purchases.” 
7 * * 


DISTRIBUTION comes into its own 
and it’s about time. Everyone talks 
so much about mining and farming 
and manufacturing that it is almost 





taken for granted that the finished 
goods flow to the public through 
automatic pipe lines. In fact, we 
have never liked the term “outlet.” 
The word outlet, when applied in 
general to shoes, is devoid of the 
dignity and purpose and ultimate 
sale and use of so important an 
item in human health, happiness 
and activity. . We are hearing less 
and less talk about post-war plan- 
ning, in terms of putting crutches 
under agriculture, mining and 
manufacturing and more about 
stimulating the aits of final sale and 
distribution of products. 

It is highly complimentary to the 
distributive fields to have an entire 
convention of the Chamber of Com- 
merce of the United States devoted 
to distribution. The first fact enum- 
erated was as follows: 

“RETAILING is the largest in- 
dustry of America when judged by 
the number of business establish- 
ments: Out of 3,048,000 establish- 
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ments of all kinds, enumerated by 
the Bureau of the Census in 1939, 
retailing accounted for 1,770,355 or 
58 per cent of the total. There were 
719,000 service establishments, ho- 
tels and amusement places. Manu- 
facturing accounted for only 184,- 
000 establishments, or 6 per cent of 
the total. On the average, there is 
a retail store for each 74 persons 
living in the United States. In the 
ten-year period from 1929 to 1939, 
the number of retail stores increased 
from 1,476,000 in 1929, to 1,588,- 
000 in 1935 and 1,770,000 in 1939. 
The largest proportionate gain in 
stores was in small towns under 
2500 population and in rural com- 
munities. 

“The Distributive Trades are a 
most important factor in the wel- 


fare of your community!” 


EDWIN HAHN, who is the author 
of the current Boot anp SHOE Re- 
CORDER series: “Retailers, Prepare 
Now,” 


says: 





“I had a most interesting couple 
of weeks visiting some small rural 
towns in the middle west. And be- 
lieve me, that trip was an education 
in the retail shoe business. I found 
that these retailers with businesses 
of 10 to 20 thousand dollars, who 
can still send their kids to college 
and save money besides, know 
much more about the real funda- 





4 











mentals of the retail shoe business 
than we, so-called big shots.” 

Mr. Hahn has recently accepted 
an assignment in the Shoe and 
Leather Unit of the U. S. Depart- 
ment of Commerce, where he is 
making a definite study of shoe re- 
tailing to implement the G. I. Bill 
of Rights. In that connection, Owen 
W. Metzger, president of the Na- 
tional Shoe Retailers Association, 


wrote Mr. Hahn as follows: 


“Every one of the titles that you 
cover so magnificently month by 
month is not only a majestic contri- 
bution to our beloved industry, but 
generously blessed indeed are we 
that one of our own, Edwin Hahn, 
ic so liberal with his time and talent 
to give us so much old and new fac- 
taal information—from a shoe mer- 
chant whose wealth of experience 
is behind every statement. Congrat- 
ulations. Long may you live to con- 
tinue this noble work. 


“And now I congratulate Mr. 
Julius Schnitzer (Chief of the Shoe 
and Leather Unit of the Department 
of Commerce), our mutual friend, 
in deputizing you to prepare a ser- 
vice publication for post war and 
peace time. My salutations to Mr. 
Schnitzer.” 





FROM HOLLAND, a Commander 
of a Squadron of R.C.A.F. writes us 
a letter: 

“While visiting in Brussels, I vis- 
ited a man—Marcel Benoit and his 
wife, who invited us over for lunch. 
He owns three shoe stores and is 
just getting back his old customers 
and resuming business as before. 
He has not, of course, received your 
Boot anD SHoe Recorper for four 
years and showed me several that 
were of previous years. He says 
they are of great assistance and 
wants you to send him more issues. 

“My French and Flemish isn’t of 
the best but believe me, the wel- 
come he gave to our boys in Brus- 
sels—having many of them up for 
lunch—stories he told of hiding 
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COPY THE BEE 





—How easy it is to say "it can't 
be done," and how easy it then 
is to do it.- 

—We have too many defeatists in 
our midst these days, who can 
see nothing ahead, no worth- 
while and prosperous future. 

—This "it can't done" kind of 
thinking reminds me of the little 
story of the bumble bee which 
goes something like this:— 
According to the theory of aerody- 
namics and as may be readily demon- 
strated through laboratory tests and 
wind tunnel experiments, the bumble 
bee is unable to fly. This is because 
the size, weight and shape of his body 
in relation to the total wingspread 
makes flying impossible. But the bum- 
ble bee, being ignorant of these pro- 
found scientific truths, goes ahead and 
flies anyway. 

—There's no percentage these days 
in saying that anything is "“im- 
possible.” 

—Of course we've got problems 
ahead—heap big problems—but 
we're going to solve them just as 
we have all through the problem- 
laden centuries. 


EU Tike 


President 











shoes of good material in his base- 
ment—then made them of paper, 
etc., for the enemy. 

“I hope you can send him some 
magazines and if there is’ any 
charge, allow me to settle with 
you.” 

7 ” * 
SHOES WERE part of the cargo of 
the first air freight flight of the 
American Airlines, from New York 
to . Burbank, California. Whose 
shoes? I. MILLER’S! 


. ” ” 


SID WEBER of Janesville, Wis., 
says: 

“Manufacturers are prone to send 
out postpaid mail order cards. Does 
agyone ever use these? Do retail- 
ers actually send in orders without 
keeping a copy on hand to check 
when goods arrive? Seems to us 
this is a great loss of paper for these 
cards merely go in our waste basket. 

“Many manufacturers send out 
large seasonal ads to promote sea- 
sonable business, as formerly done. 
Seldom are the shoes advertised on 
the dealers’ shelves although he may 
have them on order for a later de- 
livery. This same is true of na- 
tional advertising and causes the re- 
tailer no end of trouble in checking 
up and looking back on his order 
copies to find out if and when he 
will have the particular style adver- 
tised in his own stock.” 





“Well, | see the Smith twins are down to their last pair again.” 
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RECORDER REPORTS TO THE INDUSTRY 
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This year's national shoe fair was pervaded by a feeling of irritation 
over continuing government controls. 

Most of the criticism was leveled at the children's shoe situation. 
There is a definite feeling that this may become chaotic as soon as winter hits 
the country in full force. With the realization that WPB has done all within 
its power to ease this situation, most of the criticism was more or less a 
groping in the dark for a solution. 

While the industry would like to be free of most WPB controls, intel- 
ligent manufacturers realize that WPB V-E Day plans for relaxing orders are in 
the best interest of the entire industry and are willing to play y ball. if the 
war should not come to an end as soon as has been expected, naturally, there is 
a feeling that controls can be lifted before Germany is defeated. 

Throughout the four-day sessions at Chicago repeated doubts were cast 
on the OPA statistical position on shoe rationing. Members of the trade wanted 
to know why the inventory reports were not released until several months after 
the check was completed, why they were still preliminary after this lengthy 
period of time, why the preliminary figures were revised upward before bein 
released to the public and why the per capita figures have not yet been released. 
































* * * 


Uneasiness over the resignations of key men in the Washington shoe 
picture was also prevalent. Pointing to the fact that Harold Connett, after 
more than two years in a Herculean job, has resigned after carrying M-310 and 
M-217 through the darkest part of the production program, and that Lawrence 
Sheppard, Edson Andrews, Sam Slosberg and John Lake are expected to leave WPB 
when current duties lighten, the trade wonders who is going to take over. 

Cries of "professor" have been hurled at John Patterson, who took over 
Mr. Connett's job, when the former WPB shoe and leather chief went on a con- 
sultant basis. But some of the facts are not clearly known. Mr. Patterson has 
been excellently trained for his present position and is thoroughly versed in 
government procedure. As one prominent shoe retailer put it, "If those 'trade 
men' who have been running things in Washington are willing to turn the Post- 
war future of their industry over to Mr. Patterson, who are we to complain?" 

At OCR Ted Sawyer is planning to leave as soon as possible and Ed 
Meltzer, who is to take over an important government mission, will be replaced 
by Charlie Englehart, who has served as right-hand man to Mr. Meltzer for many 
months. Frank Miller is expected to stay on until the job is wound up. 

However, in the other departments the personnel problem is not so well 
covered. OPA shoe pricing never has been able to operate as the men running the 
branch would like it to. In OPA shoe rationing, retailers are wondering why 
trade councils are being organized now, when everyone is looking forward to an 
end to shoe rationing. There is a feeling that such a move should have been 
undertaken immediately after shoe rationing was invoked. 


UNRRA has recently requested 500,000 square feet of splits, 250 , 000 
square feet of cattle hide innersole leather and 700,000 square feet of welting. 
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A UNITED INDUSTRY FACES 





GUY E. MANLEY 
Re-elected President of 
National Shoe Manufacturer’s Association 


Triple Power for Progress 
—the working staff of the 
. National Shoe Manufac- 
turers Association (Note: 
the word BOOT has been 
removed from the title) 
as follows: Florine Maher, 
oO Manager; W. W. 





PRESIDENT OF N.S.M.A. SAYS: 


“We still have grave problems ahead in winning the 


war, and untold obligations in the post-war period. That 
we are fortified with loyalty and enlightened selfishness 
to meet these responsibilities is self-evident. 

“In production we will require not only the coopera- 
tion of sources of material but also the wholehearted 
loyalty of our employees. 

“Ostensibly labor is not present in this group Shoe 
Fair, but I must say that labor is fully represented be- 
cause of this body the great majority are laboring men. 
Men who have actually put in years of hard work learn- 
ing the intricate problems of craftsmanship. Men who 
have burned the midnight oil to develop better distri- 
bution methods. Probably in no industry are there more 
men at the top today who have started at the bottom 
and have established leadership and authority through 
practical knowledge. 

“It may well be expected that these men are aware 
of the need of steady employment and the elimination 
of peaks and valleys in production and distribution.” 


—GUY E. MANLEY. 


National Shoe Fair of 1944 was a Four Star 

performance — *National Coverage, *Open 

Door Policy, *Abundant Money, *Optimistic 

Futures. Shoe merchants, therefore, dis- 

counted inconveniences and tried their best 

to obtain commitments for Spring in any- 
thing and everything offered. 
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REALITIES .°. 


At Its Greatest National Shoe Fair 





Champions of Shoe Re- 
tailing: Owen W. Metzger, 


N.S.R.A. and George E. 

Gayou, Manager of the Na- 

tional Shoe Fair—Trio of 
Talent in Distribution. 





Stripped to essentials, the National Shoe Fair conducted no official style show, no banquet and no 

meetings other than the Eric A. Johnston (Free Enterprise) Monday luncheon and the T. G. 

MacGowan [Post-War Distribution) luncheon. Consultation services were freely given by WPB and 

OPA and other Washington authorities in attendance. The Public Relations meeting debated shoe 

promotional futures. The National Shoe Manufacturers Association held a business meeting. Every- 
thing else — was Trade! 


PRESIDENT OF N.S.R.A. SAYS: 


“These ten years in which the National Shoe 
Retailers Association and the National Boot and 
Shoe Manufacturers Association have joined hands 
in the sponsorship and direction of these National 
Shoe Fairs is the highest possible tribute to the 
complete harmony and understanding that exist 
between the manufacturing and retailing branches 
of our industry. We do not know of any other 
industry where there exist so complete working 
relationships. 

“Our future business decisions will be wise only 
if we are well-informed. 

“There is a benefit to be derived from looking at 
our business with a critical eye. Rather than accept 
as a fact that established practices should be con- 
tinued since they have demonstrated their worth- 
whileness in the past, it is a more sound policy to 
determine if each practice will justify itself in the 
light of future profits and satisfied customers.” 

OWEN W. METZGER (Reelected ) 
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MARKET Fairs have a common pattern—buying and sell- 
ing, fellowship, sample rooms, company style shows, din- 
ing and wining—so there is no news in the family of 
thoes of which you are not aware. 

In making a study of a wartime conference, it is well. 
to hit on one subject and to talk with many men, to estab- 
lish a trend of thinking. The Boot anp SHor Recorper 
had one major assignment: “Do you think it is possible 
to sustain present public interest in footwear for a long 
period after the war?” Merchants, manufacturers, tanners 
and supply people debated that one, pro and con. The con- 
census was that with V.E. Day in Europe, the public will 
expect more regular shoes and less substitutes for shoes .. . 
that the interest aroused in the past three years, in good 
shoes and good fitting, will continue as the No. 1 public 
demand. The public has learned that a wardrobe full of 
old shoes, all of street-wear character, are—in a way— 
single purpose shoes and that there is a more abundant 
foot life and satisfaction possible in shoes for relaxation 
and recreation. In other words, a shoe store, anywhere, 
has a future in a multiple-unit-use-market providing there 
is salesmanship and promotion put behind it. The shoe in- 
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REPORTING the styles offered by manufacturers for the 
season ahead is regaining its old zest and flavor now that 
thoe fashions are back in the news. There are still plenty 
of tried and true shoes, of course, and manufacturers who 
have built their reputations on certain types are continuing 
to make them in the patterns that have been best sellers. 
But to these they have added-new designs and, whether 
or not they ever become successors to the current favorites, 
these have given fresh inspiration to their lines and to their 
designers. It will be interesting to watch the history and 
development of these new styles. 

Take your fast style houses, for example, and the classics 
are, temporarily at least, snowed under by the new pat- 
terns and colors. The first general impression is of very 
feminine shoes, very open, with soft detailings and high 
heels. No doubt about it, we are going into a season of 
dressiness which narrowly escapes fussiness. Where so 
much expanse of stocking—or bare foot and leg—will 
show, there will be a plain surface, and that avoids the ap- 
pearance of fuss that a great deal of shoe, draped, tucked, 
and otherwise adorned, might produce. 

This trend to naked looking shoes sums up in one word, 
“skeletonized,” the new sandals, pumps, and ties. Even 
typical closed vamp types like the Shank’s Mare pattern 
have been opened up with perforations and cutouts. The 
number of open back shoes is an outstanding feature in 
practically every line. Most significant of all is the addi- 
tion of open backs in some of the feature lines. As one 
manufacturer of quality shoes of this type remarked, “To- 
day, there are no old ladies, so we must make shoes for all 
ages with a youthful look.” Result, the introduction of an 
open back shoe into the line. It is a tie and it laces high 
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SHOE STYLES 


by ELEANOR RUTLEDGE 


Smart ensemble shown at the recent “Fushions 
of the Times” presentation, in New York, was 
this costume with coat of navy blue wool, with 
pink arrows at the waist and shoulder, de- 
signed by Carmel. Soft navy blue felt hat 
edged with pink braid, by Hattie Carnegie. 


and gives plenty of good fit and support, but, in addition, 
it gives a lift to the spirits by making the wearer feel that 
she is in step with the times. The same opening up of 
backs was noted in other similar manufacturers’ lines 
where pumps and low heel Shank’s Mare types had for- 
merly been made only with closed backs. 

Part of the trend to openness is the popularity of per- 
forations—big ones—and cutouts. Wide open toes—the 
more prevalent treatment being an asymmetric line—are 
anothér expression of the same trend. In sandals, the asym- 
metric is well-established in the popular band sandal, the 
bands being set asymmetrically. Other off-center silhouettes 
have also been worked out in sandal types. Popular in 
sandals also is the cross-strap, beautifully balanced and a 
good fitter. 

In the profusion of novelties, one is in danger of forget- 
ting the pumps built on classic lines with closed or open 
toes, closed or open backs, but looking newest with closed 
walled or square toe and open back and tailored ornament. 
In the classics the spectator, in dark basic colors, and in 
two-tones on plastic soles, is something to be kept in mind 
m ordering for the new season. It is still one of the smart- 
est, youngest looking and most flattering of shoes. It is 
being made on typical spectator heights, 18/8 and 21/8, 
and also on lower heels. 

Heel heights, which ranged at the showings anywhere 
from 28/8 to 4/8, made news also at Chicago. No longer 
does the heel height necessarily determine the type of shoe 
and the kind of costume with which it should be worn. 
Patterns, treatments, materials are the determining factors 
here. It is hardly necessary to note, in speaking of heels, 
that wedges continue on casuals and that means on some 


Boot and Shoe Recorder 





i ee ee ee ee ee 


ons 


vith 
de. 
hat 


gie. 


on, 
hat 


nes 





in the NEWS at the SHOWS 


The Predicted Came to Pass at Recent Openings of Spring 


Lines in New York and Chicago. Patterns Were Fresh and 


Different and New Lasts and Heel Heights, with the Return 


of Color, Gave a New Look to Repeated Patterns. 


high, as well as low heels. A new era in heel styles may 
be on the way. One indication is the introduction of a 
louis heel in a medium price style line. Soles, obviously, 
are also to be watched, especially in the post-war era. New 
synthetic materials are showing what can be developed 
from the point of view of both utility and style interest. 
Platforms, of course, are of paramount interest, varying 
trom % inch to 34 to even higher on clog types. Nailheads 
used on platforms and wedge heels are used effectively to 
lighten up an otherwise very plain shoe. In connection 
with platforms, the growing use of slip-lasting is a highly 
significant development to watch. 

The question of what colors and how much is resolving 
itself into a preponderance in favor of the basic black, 
including calf, kid and patent leather, with variety of opin- 
ions regarding the relative values of Army Russet, Town 
Brown and Turftan. Navy is being given as low as 15 per 
cent and as high as 30 per cent, with the average around 
20 per cent for first spring orders. Red varies from 20 per 
cent—that is a rare and high estimate—to 5 per cent, 
nearer to the consensus. Green is “spotty”, with, generally 
speaking, very small acceptance. Turftan seems to have 
possibilities of being a dark horse. In general it is con- 
sidered best in tailored shoes and antiqued. But some 
few manufacturers like it in other types. It is considered 
stronger in the South and Southwest than in other sections. 
White has not begun to show itself as yet, since orders 
were being taken, generally speaking, only through Febru- 


Striking examples of the importance of navy blue 
—and cotton—for Spring and Summer 1945. Left: 
Pink and navy cotton suit with matching pink coat, 
designed by Vera Maxwell. Right: Afternoon dress 
of navy and yellow cotton print, designed by 
Charles Armour. Both costumes shown at recent 
style presentation by The New York Times. 
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ary deliveries. We wish to emphasize that these figures are 
not the result of an exhaustive survey but do represent a 
good, if small, cross-section of industry opinion. 

In ensuing issues we shall have more to say in detail 
about the new trends and shall illustrate with sketches of 
shoes. The whole subject of play and casuals, rationed 
and unrationed, will be dealt with. Unrationed shoes are 
still in big demand and look new and gay in many two- 
tone combinations. In colors white again seems to lead 
with brown and white, red, wheat, navy and novelty colors 
such as yellow, pink, fuchsia and green, following. 
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FRANKLIN J. CORNWELL 
Brown Shoe Company 


Vital Role of Public 


HARRIET COUPLIN 
Johnston, Stephens & Shinkle 





H. D. ERK 
Julian & Kokenge Co. 


Relations 


Recognized Authorities from Manufacturing and Retail 


Branches of Shoe Trade Discuss Subject at Shoe Fair 


A FEATURE of unusual interest at the National Shoe Fair 
and an innovation on this year’s program was the Public 
Relations Forum conducted on Wednesday, November 1, 
at the Palmer House, with Harold R. Quimby, secretary of 
the National Boot and Shoe Manufacturers Association, as 
chairman. 

“Public Relations,” as defined by Mr. Quimby, “is the 
art of humanizing business so that consumers can have full 
confidence and unbounded faith in the products that they 
purchase.” Post-war conditions, Mr. Quimby explained, 
will call for revitalized selling, and such selling can be 
achieved only when it is predicated on the basis of human 
understanding. “Thus it becomes important that every 
sales plan and selling approach should first have woven 
into its fundamental concept a humanizing spirit which can 
be -translated into terms of human need. Through good 
public relations, the progress of merchandise through the 
avenue of trade can be made smoother and more effective.” 

H. D. Erk, of Julian & Kokenge Co., Columbus, the first 
speaker, had a slightly different definition of public rela- 
tions. He said: 

“Since Ivy Lee first launched the profession called ‘Public 
Relations Counsel,’ there have been many definitions of that 
term and of Public Relations itself. In a recent contest 
staged in New York City, William G. Crane, Chairman of 
the English Department, College of the City of New York, 
was victor with the following: ‘The Public Relations 


counselor is one who analyzes expertly the needs and de- 
sires of the public and his client for the purpose of inter- 
preting the common interests to both parties.’ But when 
all that is thoroughly sifted, we come down to the common 
understanding of ‘humanizing’ our approach to consumers. 

“Included in our own conception of ‘Public Relations’ 
is anything which happens from the time the manufacturer 
receives the hide to the day the consumer throws the worn- 
out pair of shoes into the ashcan. Some of the things 
which happen may be right and others wrong. If we 
expect to turn the white, glaring light of publicity on our- 
selves, we must see that the favorable far outweighs the 
unfavorable. We need not fear in that respect as will 
appear later in this program. 

“Thus, a successful program of Public Relations is not 
based only on selling a pair of shoes but also on creating 
good will with, and acceptance by, the public. Only if 
good will is ever present can our industry grow and employ 
more and more shoe craftsmen who will enjoy a higher 
standard of living. 

“This program was conceived by both the National Boot 
and Shoe Manufacturers Association and the National Shoe 
Retailers Association, and all who have participated to date 
have pledged themselves to help promote the industry as 
a whole. We all know that anything which helps the indus- 
try will, in the end, help us individually. For example, 
when the officers of the National Association have a prob- 
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lem concerning Public Relations they will ask a committee 
of advertising and merchandising managers to assist. These 
men also will be expected to make suggestions to the officers 
on anything relating to creating good will for the industry. 
A carefully worked out program is already underway. 

“The importance of Public Relations is indicated by the 
fact that business is coming to realize that Public Relations 
is its biggest post-war problem. Many corporations and 
trade associations, long notorious for ignorance of sound 
Public Relations practice, are showing new awareness of 
the indispensability of Public Relations in modern manage- 
ment. 

“Hundreds of firms have begun to discover that sensible 
Public Relations pays dividends. Another strong impulse 


’ behind this growing interest is realization that the job 


business does NOW will largely determine the duration of 
government controls and the extent of socialization of busi- 
ness.” 

“Shoe manufacturers are now embarking upon a new 
phase of what is certainly one of the most essential activi- 
ties of every major industrial organization—the develop- 
ment of firm, friendly Public Relations,” said Marshall B. 
Cutler, J. P. Smith Shoe Company, Chicago. “Our efforts 
along these lines until recently have not been adequate, 
mainly because our efforts have been concentrated on short- 
ages, allocations, and rationing, and we have had just one 
thought in mind: To see that the American Armed Forces 
and our civilians are the best shod in the world. But now 
we are ready. This Clinic definitely ushers in a new order 
of things as far as the National Boot and Shoe Manufac- 
turers Association and the National Shoe Retailers Asso- 
ciation are concerned. From now on, we intend to do 
everything in our power, in every way we can, to cement 
Public Relations. We intend to open wide the eyes of the 
consuming public to what American shoe manufacturing 
and shoe retailing mean in terms of saving and satisfaction, 
protection and profit. 


“Today, John and Jane Public are standing on top of 
the world when it comes to shoes. During the present 


MARSHALL B. CUTLER 
J. P. Smith Shoe Co. 
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WILLIAM PIDGEON 
Rochester (N. Y.) Shoe Retailer 


emergency when hundreds of products have shrunk in 
value through choice or necessity, the high standard of 
American footwear has been scrupulously maintained. In 
fact, advanced thinking and unremitting effort on the part 
of the entire industry have resulted in frequently enhanced 
shoe value. We have faced wartime shortages and restric- 
tions with courage and ingenuity. But because of our own 
apathy, the public generally is not cognizant of the truly 
great achievements of American shoemaking. Much in- 
jurious misinformation, many misleading statements about 
wartime shoes have not been promptly and ably refuted; 
many minds are filled with misconceptions and falsifica- 
tions. Now, our aim is to set everyone straight, to tell the 
true facts through every medium of Public Relations de- 
velopment. We intend to hew to the line. 

“Because of the misinformation in the minds of the public 
and because of the uncertainty as to post-war conditions 
affecting shoe production, distribution, merchandising and 
advertising, this job of education and enlightenment is as 
difficult as it is vital. We have lost ground to regain and 
many doubtful factors with which to contend. Every ap- 
proach, every presentation must be studied and sound. We 
can build public faith and confidence in the character and 
trustworthiness of the industry with the solid substance 
of fact. But we cannot build it with expressions of wishful 
thinking. Behind the shoe industry, through war and 
peace, is a record of progress and accomplishment un- 
matched. We don’t need to write fairy stories about our- 
selves; but we must tell the truth plainly and with complete 
unanimity, with a unity of action which must be reflected 
in the Public Relations activities of both manufacturers 
and retailers. In other words, “Yeah, team”! 


EXPRESSING “The Fashion Point of View,” Miss Harriet 
T. Couplin, of Johnson, Stephens & Shinkle, said: 

“We must advertise, sell, merchandise, and promote! 
Almost forgotten terms those! Seems as though they have 
become obsolete, archaic, but actually they have only been 
on a holiday! And now we must have a reconversion of 

[ruRN TO PACE 68, PLEASE] 





CLARENCE W. POLLOCK 
Thayer McNeil 
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CORDER Candid Camera 
oots the FAIR... 


How Typical Shoe Men Spent Their Time 


During Five Feverish Days in Chicago 


Getting off to an early start at the Palmer House, long 
lines of shoe men waited assignment of their reserva- 
tions by over-worked, but willing, room clerks. 


John Craddock, center, sales manager, Masterbilt Divi- 
sion, Craddock-Terry Shoe Corporation, shows their 
comprehensive line to T. M. Garborg. left. of Salkin and 
Linoff Co., Minneapolis, and right, E. L. Huettl of the 
Emporium, St. Paul. E.D. Cole of Craddock-Terry Shoe 
Corporation is second from right. 


The Wellco Corporation room was a busy one with Leo Mexico meets Minnesota. Antonio Domit, who manu- 
Weil, president, and Walter Marx, sales representative, factures fine shoes for men in Mexico City. meets C. M. 
in conference with Wellco dealers from all sections of Stendal of Minneapolis, who has never missed a conven- 
the country. tion and who has traveled from Mexico to Norway and 

talked shoes everywhere. 
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Arthur and Jesse Adler, prominent New 
York men’s shoe retailers. are up early 
reading Boot anp SHoe Recorpver’s Shoe 
Fair Daily, which was issued each day of} 


Henry Spellman, formerly of the Office of 
Civilian Requirements, now assistant to the 
general manager of Dewey & Almy Chem- 
ical Company, greets Henry, Jr.. Seaman 


the fair and reported all the shoe news. First Class, who recently completed his 
radio training at Chicago and is now sta- 


tioned at Michigan City. Indiana. 


Archie Bregman, affable president of Monogram Slipper 
Company of St. Louis, Missouri, shows his new line of 
Risquees to a large and enthusiastic group of retailers. 


Irving E. Grossmann, master of ceremony at the I. Miller 
dealer convention and style show, dramatizes Fashions 
of Today and Tomorrow in the Palmer House. 


Right—Editor T. E. Turner of the Shoe and 
Leather Journal of Toronto, Canada, has never 
missed a National Shoe Fair. He is at the lejt, 
with a quartet of Canadians who were given 
a friendly and cordial welcome everywhere. 


PERSONALITIES, GROUPS, EVENTS 


AT SHOE INDUSTRY'S 


BUSIEST MEETING 
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On a Buying Spree 


SHOE man—on a buying spree, endeavoring to get 
anything and everything for his store because, not only 


is the public in the money at the moment, but he is in a: 


better financial position than he has been for fifteen 
years. Right or wrong, he wants inventory. 

Some significant things came out of the National Shoe 
Fair in Chicago. First, the amazing attendance of re- 
tailers, large and small, from every state in the Union. 
One concern took seven hundred orders and on the 
books were the names of retailers from forty-five states 
(at least five in number from each) and in the three 
remaining states, at least one in number . . . plus 
Canada, Mexico and Hawaii. That’s typical of the 
breadth and scope of this Market Fair. Historically, it 
is of a pattern with the famous Milwaukee convention, 
which followed World War I. The psychological posi- 
tion of the shoe trade then, as well as now, was in line 
with that famous saying of Ralph Waldo Emerson: 
“Things are in the saddle; and ride mankind.” For it 
was THINGS, THINGS, THINGS to buy and THINGS 
to sell. Value and worth were incidental to the No. 1 
thing of deliveries—and when. If it looked like foot- 
wear—buy it. 

Another example comes to mind: A manufacturer, 
who usually took large chain store commitments in ten 
thousand pair lots, decided that he would step out of the 
field of sharp competition for price and take a flyer, 
with the idea of spreading his distribution nationally. 
So he opened his doors to little merchants, one and all, 
and made available forty-eight pairs, each order, as a 
gesture of friendship. Believe it or not, he showed us 
four complete order books, dozens of sheets of letter- 
head paper and, for the historical record, a number of 
orders on Scott’s Tissue. With a rare sense of humor 
the manufacturer said: “There will come a time when 
these amazing orders will be historical relics and I pro- 
pose to frame them to indicate the fever of buying that 
occurred on the Ist of November, 1944.” Incidentally, 
the small retailer is “king for a day.” 

So by these tokens, you who were not there can get 
some of the flavor of the hectic days of the Shoe Market 
Fair of 1944, when merchants slept on cots; when not 


a cigarette could be purchased in Chicago of any known 


brand and when men and women queued-up for seats in 
lunch rooms, restaurants and hotel dining rooms. 

Soldiers in their foxholes will not believe that such a 
thing could happen, with war in its bitter stages. The 
lesson is not in the madness of the multitude for mer- 
chandise but in the amazing fact that America can con- 
tinue tremendous consumer production in spite of the 
fact that millions of men and women are in the Army, 
Navy and air and millions more creating wasteful arma- 
ments of war. 

Even the tumult and shouting of the political battle 
(following the National Shoe Fair) had no material ef- 
fect upon the demand for THINGS, THINGS, THINGS. 
In other years, a presidential election was usually tied 
up with industrial caution. This time it was a thing 
apart. Business must go on—selling is everything—keep 
moving—that’s the spirit. 


The National Shoe Fair served its purpose of 
pointing out to merchants—chain, independent 
and co-operative—that shortages of materials and 
shortages of manpower are relative to the type 
of merchandise wanted. The terrific demand for 
slip-lasted footwear in platforms, wedges and un- 
rationed fields was an indication of the hunger for 
things to sell. Americans, somehow or another 
find a way of discounting prohibitions. They did 
it in the old days of liquor prohibition by boot- 
legging. Shoe men have by-passed rationing, to a 
degree, by promoting and selling slip-lasted shoes 
that permit the use of materials other than leather 
(althought many are of leather and rationed.) 
Slip-lasting, therefore, is the consequence of the 
war and its rationing system and bids fair to be a 
tremendous factor in retailing in 1945, 


You see, most factories making regular shoes, in a 
regular way, are on strict quotas and on fixed ceilings— 
all the way to the fitting stool. Most merchants knew 
their precise quotas and. only hoped that even those 
minimums could be filled for Spring delivery. Needing 
more footwear to sell, it was natural for them to welcome 
these softer shoes for the opportunities that exist when 
the public is so merchandise-minded. 
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So, in this brief picture of the significances of the 
show, we indicate how the trade is facing realities and, 
at the same time, compensating for shortages of leather 
and shortages of skilled shoemakers to make rationed 
shoes. In the final analysis, the course of retailing shows 
the trade’s ability and ingenuity to meet all difficulties— 


come what may. 
* * * 


NEEDED—EQUITABLE PRICE FORMULA 


A PERIOD of pessimism is in the making. Many manu- 
facturers who have held the line on ceiling prices, and 
have not put in new numbers or unrationed numbers to 
hedge their costs, have a feeling that by Easter they will 
be in “red ink.” The increased cost of labor per pair of 
shoes; the increased costs of all the uncontrolled in- 
gredients that go into shoes, have made the margin 
between cost and factory selling price too narrow for 
continued profitable operation. 

Inflation is a terrible word but it is fe right now, 
in back of the lines of fixed factory price and fixed retail 
price. So, many of these factories are slashing items of 
cost that have been part of overhead but even that does 
not answer the question of higher wages per pair of 
shoes made, higher costs per pair of shoes delivered. 

The merchant who has a flock of selling prices, all the 
way from $4.00 to $14.00, is able to juggle his shoes, 
providing they are unbranded. But it is the branded 
lines, in exclusive shoe stores selling only that make of 
shoes, that must face the real difficulties when the in- 
evitable reduction of shipments puts him, too, in the 
position of doing less business. He may turn to other 
things—soft shoes and the like—but “the named-shoe 
business” is built around long-established quality stand- 
ards; and the partnership between factory and store that 
has been, and continues to be, close and cooperative. 

No industry has held the line better than shoes. It is 
positively scandalous the way some industries have come 
out with new brand names at higher prices. Cigars and 
cigarettes are a good example. 


If it were possible for economists to figure shoes 
by the year, just as they are endeavoring to plan 
wages by the year, we could arrive at some equit- 
able measure of shoe pricing. For it does not profit 
the consumer to huy two pairs of standard and rationed 
shoes and six pairs of unrationed shoes when, under 
normal conditions, three pairs of shoes per capita con- 
sumption might fill his or her needs. Actually, the public 
is paying more for shoe wear at the moment and we 
don’t call it inflation because we close our eyes to the 
number and price of units purchased. 

Some new plants have been extremely vocal in their 
criticism of WPB and OPA because permission has not 
been granted for them to enter shoemaking and shoe 
retailing; but the fact remains that when they have 
submitted the type of shoe they had in mind to make 
and sell, it didn’t represent standard values in footwear. 
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These new shoes are designed to carry “all that the 
traffic can bear and then some.” They are salable only 
because everything sells. The authorities must balance 
their judgments as to ability to make, sources of supply 
and labor and the ultimate quality of the product and 
its true value to the public. War-time opportunistic 
manufacture is too dangerous to national economy for 
unlimited licenses to “start making.” 

If certain price tolerances were given to necessitous 
shoes that do represent high value per dollar of shoe 
wear, it would be possible for some factories to make 
more.long-wear shoes and more merchants would have 
the opportunity of vending them, providing their tradi- 
tional mark-up could be maintained. 

This is one of the serious points of economic discus- 
sion in the months ahead. 


om 7 * 


WORLD LEATHER CONTROLS OR ELSE? 


FROM a well-informed source, who deals in hides and 
skins, we get a very significant paragraph: “In the shoe 
and leather industries, due to lack of reserves of hides 
and skins in the world markets, demands for shoes and 
leathers will be in excess of supplies for some time after 
the cessation of hostilities and higher prices are indi- 
cated temporarily unless there is international control of 
prices and supplies.” 

There you have token of the fact that the world 
leather market is of the utmost importance now and 
perhaps for months and years to come. The world has 
been consuming leather as never before. It is strange, 
but true, that even in war-bitten countries tanners and 
shoemakers find ways and means of financing hides and 
skins and leather at higher prices than in the American 
market. Their thinking is realistic because shoes are 
essential to the continuance of human life in colder 
climates. The shoe is a precious thing to an individual 
who has been without adequate foot covering for years. 

Without the American domestic controls, we would 
be losing part of our own leather because speculators 
find ways for shipping leather in spite of all obstacles. 
We need more than our domestic leather . . . we need 
world leather . . . and have arrived at a point where we 
cannot, because of ceiling and “hold-the-line,” buy as 
much as we need, elsewhere. 

American ingenuity has therefore developed new 
soling materials of amazing wear and constancy of qual- 
ity. Millions of pounds of these new synthetics are in 
production. Improvement in rubber soling has resulted 
in the removal of much of the floor-marking troubles 
of the carbon black stock that filled so important a need, 
in the early days of the war. Fabrics of all sorts are 
playing a part in shoe uppers. 

Necessity has brought about a flexibility and tolerance 
for materials other than leather. When the period of 
equilibrium will be reached, no one as yet knows, but 
the coming season will prove to be the testing ground. 
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HOSIERY NOTES 
rom 


FIFTH AVENUE 





ONE of the big jobs, perhaps the biggest job, of the post- 
war period is going to be selling. With production geared 
to unparalleled heights and the problem of employment a 
paramount issue a grave responsibility to distribute more 
merchandise devolves upon the retailer. Upon his success 
in selling will depend his personal future and general 
post-war prosperity. 

The shoe shop which wishes to make a success of hosiery 
will do well to stress Service in its appeal to the public. 
Even in these days of restricted merchandise it is possible 
to give it in a specialized way. If there are fewer colors in 
the hosiery department there are frequently more types of 
hosiery from which to choose. For the first time in many 
years the practical stocking has become smart. It is in- 
teresting to note that high style stores find it less difficult 
to sell serviceable stockings with walking shoes than do 
shops that serve a popular trade. The truly smart woman 
selects her clothes with suitability the FIRST considera- 
tion. The chic Parisian has long evidenced in her outfits ~ 
her conviction that lisle stockings are the only type that is 
correct with strictly tailored apparel. Fashion photo- 
graphs clipped from such consumer magazines as Vogue 
and Harper’s Bazaar will be found helpful in turning a 
hesitating customer from difficult-to-obtain sheer stockings 
to the more plentiful service weight, when that is the right 
thing to go with her shoe. Proportioned stockings, when 
obtainable, are a help in selling heavier deniers, for the 
woman who has tried it knows that a well-fitting stocking 
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Above: The long curved accessory 
counter is A. S. Beck’s shoe store 
at 46th Street and Fifth Avenue. 
Here stockings and anklets are sold 
in conjunction with handbags, 
gloves and smart shoe trimmings. 
Left: A fluffy feather Christmas 
tree contributes its share to the at- 
tractions of a Hanan holiday win- 
dow which displays eye-catching 
examples of stockings, handbags 
and slippers in connection with 
their well-known shoes. 


by 
MARIE STARK 


that is not so fine looks better on the leg than a sheer 
stocking that is not proportioned to her build. Hosiery can 
be a substantial source of profit in the shoe store as the 
experience of many shops which specialize in this product 
goes to show. 

“Don’t talk Shoes! Don’t talk Hosiery! Talk FOOT- 
WEAR!” are the instructions given to I. Miller salesmen. 
“Hosiery is part of a complete transaction.” This firm 
points out that the woman who buys three pairs of shoes 
a year at, let us say, $14, spends $42. This same woman 
will in the same period of time spend from $35 to $40 for 
hosiery and will come into the store six times as often. 

The hosiery for their seven stores, in New York, Wash- 
ington, Boston and Philadelphia, is controlled by the New 
York office. A unit system is used, permitting stock analy- 
sis and wise allotment of merchandise. In addition there 
is in each shop one saleswoman among the three or four 
in the hosiery department who is especially trained to keep 
her hand on the pulse of the public and report on such 
matters as colors and the keying of types and qualities to 
that particular locale. Practically all of the hosiery, all that 
of plain knit, used in all their stores is supplied by the 
Fox Chas Knitting Mills, a subsidiary of I Miller and 
Sons. This hosiery is especially blended each season to go 
with I. Miller shoes and is always sold under the Miller 
name. In towns where there is an I. Miller agency it is 
carried by the shop which handles Miller shoes, or not at 

[TURN TO PAGE 82, PLEASE] 
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Shoemakers supplying her 
demands today will get first call 
_ in the post-war market. 


DEWEY ano ALMY CHEMICAL CO. 
CAMBRIDGE 40, MASS. - MONTREAL, CANADA 


** Quality shoemakers use Darex Insoles. 
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Weather-Bird Shoes are 















Whether you stock WEATHER-BIRD shoes or not, you will 











be interested in knowing about the five ““Weatherized”’ fea- 
tures which make WEATHER-BIRDS the perfect shoes for 
children. From these five important steps in sturdy construction, 
WEATHER-BIRD shoes gain the extra quality to withstand 


rigorous wear in all-weather conditions. 


Parents have long known about the fit, wear, comfort, and foot 
protection their children enjoy in WEATHER-BIRD shoes. 


And they are now being told about the new “all-weather” 





quality. Extensive national advertising through Life, Woman's 





Home Companion, Seventeen, Calling All Girls, Parents’, 
Country Gentleman, Woman’s Day, Holland’s, Farm and Ranch 
and Progressive Farmer is carrying the Weather-Bird and Peters 


Diamond Brand story to the place it counts most... to millions et a 


of parents throughout America. 
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THESE FIVE “WEATHERIZED” FEATURES 
MEAN EXTRA VALUE! 


Outsoles: of high-quality leather treated to repel dampness and 
cold; or of best grade rubber obtainable. 


Goodyear Stitching: stout, strong thread is treated with hot wax 
when leather outsole is tightly lock-stitched to upper. 


One-piece All-leather Insoles: to give solid foundation and insula- 
tion against wet, dry, hot or cold weather. 


Plump, Soft, Pliable Uppers: carefully-selected leather is expertly 
tanned and finished to give added protection. 

Linings, Eyelets, Laces, etc. of high-quality used throughout to 
insure top performance of ‘““WEATHERIZED” WEATHER-BIRD 
SHOES. 


HERE'S HOW WEATHER-BIRDS 
ARE “WEATHERIZED” 


Plump, soft, pliable upper stock tanned and 
finished to help preserve its properties against 
the weather » Sharkskin tip (Scuff Proof) » 
All Leather Insole » All Leather Midsole 
» Quarter All One-Piece Seamless Back » 
LeatherHeel Base » First Quality Rubber 
Heel » Water Proofed chrome retain leather 
outsole. (Sewed on with stout thread treated 
with hot wax as it is goodyear stitched) » 
All materials best quality obtainable, selected 
in accordance with standards established to 
give the most value and service under normal 
as well as adverse weather conditions. 


<> PRTERS SHOE COMPANY 


A DIVISION OF INTERNATIONAL SHOE COMPANY « « SAINT LOUIS (3) 
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Care in FITTING and SERVICE 


Youthful Shoes, Wichita, Kansas, Has 
Left its Mark on the Shoe Selling Prac- 
tices of That City. Here's How Mrs. 
Susan Gordon, Who Entered the Shoe 
Business Only Two Years Ago, Has 


Made a Success of Her Business Policies. 


MRS. SUSAN GORDON 


Manager of Youthful Shoes, Wichita, whose insist- 
ence on good shoes well fitted has paid dividends. 


CHILDREN’S shoe selling has been 
deeply influenced in Wichita, Kan- 
sas, in the two years since Youthful 
Shoes was established there, by the 
policy of that store. Mrs. Susan Gor- 
don, the manager, has allowed noth- 
ing to sway her from the store’s 
original aim of selling only perfectly 





Interior of the store. The atmosphere is more lke thet of « tastefully furnished room than 


of a business establishment 


fitted top quality children’s shoes. The 
shop is designed to present a friendly, 
homelike atmosphere for mothers and 
children, with emphasis on courtesy 


and patience even during the difficult. 


war period when many retail busi- 
nesses have forgotten the meaning of 
the former. 








Mrs. Gordon does not know how to 
use the word “compromise.” Often 
her hardest task is in talking a mother 
out of buying a particular pair of 
shoes. If the child cannot be prop- 
erly fitted, Mrs. Gordon will not 
allow the sale to go through. Nor 
have shortages and war conditions 
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Exterior of Youthful Shoes. The two circular displays are used to spotlight a few popular 


types of shoes. 


Builds Juvenile Business... 


not fit. This helps to build trade. 
The staff is not rewarded according 
to the amount of merchandise sold. 
The shop is staffed exclusively by 
young women who have the interests 


brought compromises in the quality 
of the merchandise stocked here. The 
store could have sold many more 
shoes and made much more profit had 
it stocked any shoes which were 
available. Since Wichita has huge 
payrolls from war industry, any side- 
line would have sold well. 

The store sells the Pied Piper line. 
The trade name was not well known 
in Wichita when Youthful Shoes in- 
troduced it. Mrs. Gordon and her 
staff have put it over until today it 
is known in every household in the 
city. 

It is unusual for a woman to step 
into such success without previous 
shoe selling experience, but Mrs. Gor- 
don has studied enthusiastically. The 
general opinion of those questioned 
before entering the new venture was 
that Wichita would not support such 
a shop. Upon surveying the city, 
however, and considering its growing 
population and sts lack of children’s 
shoe departments, it was decided to 
open the shop. 

It is no surprise that the shop is a 
tremendous success. It sounds old- 
fashioned to ay that Mrs. Gordon 
operates on the principle of the 
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Golden Rule, but that is exactly what 
she. does. 

It is the store’s policy never to 
criticize a competitor or to run down 
his line, regardless of what the cus- 
tomer may say in complaint. As a 
result, all the competitors are ex- 
tremely friendly. They send to 
Youthful Shoes customers they can- 


of children at heart. They are on a 

salary rather than a commission basis 

and are judged only on the service 
[TURN TO PAGE 77, PLEASE] 


Another view of the interior. The display case in the right back- 
ground is one of the few commercial touches. 











LAY YOUR FOUNDATION NOW FOR POST WAR ACTION 
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Will you be up in the saddle at 65 or be serving as groom. One means financial 
independence, the other hard workeand no sense of security. 


We have a sure-fire plan for young men in the shoe business who want to be well 
fixed at 65. It is the Miller Orthopedic Program. To qualify, you must have a 

_ knowledge of the human foot and its functions of locomotion coupled with the 
ability to fit and sell shoes. If you have this knowledge and ability, our program 
will turn it into a real capital asset, one that means real security in your old age. 
It is an equally attractive opportunity for men who want to start a new store, or 
who want to add a highly profitable department to their present store. 


We urge you to write us for-details. 


NEW YORK OFFICE CHICAGO OFFICE 
656 MARBRIDGE BLDG. 1208 REPUBLIC BLDG. 


WEST COAST REPRESENTATION 










MILLER SHOE CO....COOK AND ALFRED STS....CINCINNATI, OHIO 
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Increased Sales Postwar Problem 


Research Expert Outlines Progressive Promotion Program 





To Keep Shoe Industry Prosperous in the Postwar Period 


A WELL-CONSIDERED and thought- 
ful appeal for “aggressive creative 
planning,” both by shoe manufactur- 
ers and shoe retailers, for the coming 
postwar period was made by T. G. 
MaeGowan, manager of the Market- 
ing Research Department of Fire- 
stone Rubber Company, and chair- 
man of the Marketing Committee of 
the Committee for Economic Develop- 
ment, at the Tuesday luncheon meet- 
ing in the Grand Ballroom of the 
Palmer House, during the National 
Shoe Fair, October 30-November 2. 


The meeting was under the direc- 
tion of Owen W. Metzger, president 
of the National Shoe Retailers’ Asso- 
ciation. Mr. Metzger paid tribute to 
the American shoe industry for the 
manner in which it has co-operated 
with the government in this war 
period. 

After a short, but inspiring address 
by Guy Manley, president of the Na- 
tional Shoe Manufacturers’ Associa- 
tion, Mr. Metzger introduced Mr. 
MacGowan, who described the pres- 
ent day as offering challenges which 
can be met only by creative planning 
on the part of industry. We have 
learned to produce far beyond our 
most hopeful dreams, he explained, 
but the question that faces us in the 
post-war world will be that of learn- 
ing to distribute efficiently the prod- 
ucts which our industry has created. 
Only by attaining and maintaining 
consumption of the products of full 
employment, Mr. MacGowan empha- 
sized, can we hope to achieve the full 
employment which is necessary for 
the most productive utilization of our 
creative abilities. 

Mr. MacGowan described the dis- 
tributive side of business as _back- 
ward, compared with the high level of 
efficiency achieved on the productive 
side. He urged retailers and manu- 
facturers to do their planning for a 
high level of sales volume which will 
be neither below nor above a realistic 
level. He enumerated a number of 
concrete proposals which shoe retail- 
ers could adopt in order to bring 
their sales levels up to the maximum 
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T. G. MacGOWAN 


of which their particular businesses 
are capable. 

“The need and the responsibility of 
retailers to do high-level sales plan- 
ning rests on two grounds,” said Mr. 
MacGowan. 

“First, it is at the point of sale that 
the most effective selling job of all 
can and must be done, and it is there 
that in all too many cases an ineffec- 
tive and too costly a job actually is 
done. 

“Second, a tremendous proportion 
of the country’s employment is in the 
mercantile trades—largely in retail- 
ing. In 1939, 164% per cent of all the 
employed civilians were in the retail 
and wholesale trade, a total of 7% 
million persons. 

“Thus, if America’s retailing in- 
dustry accepts the challenge of post- 
war distribution it will be making 
both a direct and an indirect contri- 
bution to the welfare of our economy 
—directly through the employment of 
more people in retailing, and indi- 
rectly by helping to make possible 
more employment all along the line, 
in production of the raw materials, in 
their fabrication and in their trans- 
portation. 





“Put it another way. Look at re- 
tail sales as a proportion of national 
income. In 1939 retail sales were 42 
billion dollars as compared with net 
national income of 70.8 billion dol- 
lars, or 59 per cent. It has been esti- 
mated that if in 1947 we were to have 
substantially full employment of our 
people we should need to have retail 
sales of from 70 to perhaps 75 bil- 
lion dollars! The greatest peacetime 
retail sales total of our history was 
50 billions—in 1929, 

In a very real sense, if America’s 
retailers fall down on the job, the job 
will not get done. 

“Of just what, then, does that job 
consist? What should the country’s 
retailers be doing—now—to prepare 
to play their role in an expanding 
post-war economy? 

“More particularly, what should 
the more than 15,000 shoe stores and 
shoe departments be doing—now? 

“The steps are different, but the 
main idea is the same in the case of 
manufacturers—these retailers should 
be planning and preparing for high- 
level sales. They should be doing 
this in line with reasonable and care- 
ful estimates of their post-war vol- 
ume of business, estimates that are 
of course not impractically high, but 
which are likewise not unrealistically 
low. 

“The first necessity is for the head 
of the business, if it is small, to as- 
sume the planning responsibility him- 
self, and if it is large enough for this 
to be given to someone else, for him 
to back that person up with his full 
authority. 

“The things to be borne in mind 
are: 

“First—Plan aggressively to get 
more sales. 

“Second—Plan to lower your per 
cent of expense to sales at the same 
time that you increase your volume of 
business. 

“Third—Do these things quickly, 
so that you will be prepared when 
more supplies, more help and more 
customers are available. 

[TURN TO PAGE 79, PLEASE] 
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M-217 Manufacturing Restrictions Relaxed 


A RELAXATION of manufacturing quota’ and quality re- 
strictions in the lower price ranges of men’s, women’s and 
children’s footwear was announced on Nov. 9 by WPB. 

This new amendment to order M-217 eliminates price 
line and quota restrictions on footwear selling at or under 
the new wholesale prices of the following types of foot- 
wear, provided that the manufacture of such lines does 
not require additional employment: 
Maximum Net 
Wholesale Price 

Per Pair 


Infants’ shoes, sizes 0 to 4 (made without 
leather) 
Infants’ shoes, sizes 0 to 4 (utilizing 
leather) .... 90 
Infants’ shoes, sizes 4% to 8 (with or with- 
out leather) 1.35 
Misses’ & children’s shoes (with or with: 
out leather) 
Youths’ and boys’ shoes (without leather) 
Youth’s and boys’ shoes (utilizing leather) 
Women’s and ete girls’ shoes (with- 
out leather) 
Women’s and growing girls’ shoes “(utiliz- 
ing leather) 
Men’s work, safety and dress shoes (with- 
out leather) 
Men’s work, safety and dress shoes (util- 
izing leather) 2.50 
House slippers (with or without leather) 1.60 
The amendment is designed to encourage production in 
these lower price ranges of footwear, WPB said. The re- 
vision provides an automatic exemption for the indicated 
items only where no additional manpower is involved. 
Where additional workers will be needed, the order speci- 
fies that an application must be filed with WPB in ac- 
cordance with paragraph (I) (III) (VI). Such applica- 
tions must be accompanied by a statement of manpower 
information on form WPB-3820. If labor requirements 
are approved by the regional production urgency commit- 
tee, manufacturers now will be permitted to increase their 
production in lines selling at or below the price levels 
listed. _New companies, desiring to enter the field, will 
be authorized to begin production of these lines. 
Manufacturers who will not require additional work- 
ers need not file form WPB-3820, but must notify the 
WPB shoe branch of the textile, clothing and leather 
bureau, of their intent to manufacture. Types of foot- 
wear to be made, price ranges for each type and the esti- 
mated production in any six-month period must be speci- 
fied. Production, however, may not begin until the manu- 
facturers statement is acknowledged by WPB. New manu- 
facturers must have their selling prices approved by OPA 
and must file production reports with WPB. 
A further amendment to the order removes the former 
restriction covering design stitching on utility-work cow- 
boy boots. Formerly such stitching could be used only 


$ .75 


1.75 
1.90 
2.00 
1.90 
2.00 


1,90 
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if it served a necessary functional purpose. The amend- 
ment permits all design stitching on cowboy boots. 

“To the extent that materials are available, the action 
will provide a greater quantity of ration-type, moderately 
priced shoes for the consumer,” J. Edson Andrews, chief 
of WPB shoe branch, said. “Many manufacturers who 
have been making non-rationed footwear have been anxi- 
ous to imcrease their production of ration-type shoes, 


’ but have been unable to do so because of the lack of con- 


sumer demand in the extremely low priced ration-type 
lines at which production has been frozen. The amend- 
ment permits manufacturers to make leather shoes in 
price ranges for which there is a greater consumer demand. 

“It is also expected that the amended order will bring 
about a large production of infants’, children’s and 
misses’ shoes as well as resulting in non-rationed shoes 
of better value being made available to the public.” 

Men’s leather shoes to be made under the drder are 
expected to retail at about $4 a pair; women’s shoes from 
$3 to $3.50; children’s shoes from. $2.75 to $3, WPB in- 
dicated. 


SS AA ae. 


To Permit Pig in Ration-Free Shoes 


BEFORE December 1 OPA will issue an order which will 
permit the use of pigskin bacon rinds in the manufacture 
of non-rationed shoes so long as there is no leather in the 
shoes, other than the pigskin used in the upper. 

This will make available about 15,000,000 to 25,000,000 
sq. ft. of pigskin bacon rinds annually and will mean about 
11,000,000 to 18,000,000 additional pairs of shoes. 

The pigskin can be used in all types of footwear, but 
war agency officials hope that it will go primarily into 
children’s shoes and that it will also be used for trim in 
athletic gym shoes. 

This action is a further indication that WPB, OCR, and 
OPA, who worked out this program jointly, are doing 
everything in their power to make available better quality 
non-rationed children’s shoes, taking the place of those 
which have from time to time been severely criticized by 


the consuming public. 
7 ~ * * 


Some Gym Shoes Ration Free 


CuRRENT stocks of shoes that contain no leather except 
for small quantities used to reinforce fabric uppers were 
declared ration-free November 1 by the Office of Price 
Administration. 

The release is confined to shoes made in this country, 
or imported, before November 6, since the intention is to 
free stocks dealers have on hand without encouraging fur- 
ther use of leather in this type of footwear. 

The action will free from rationing present stocks of 
rubber-soled gymnasium shoes with canvas uppers that 
have leather reinforcements—such as leather stays behind 
the eyelets, leather ankle patches, or back straps that re- 
inforce the heel seams. Most of these shoes now on the 
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market are boys’ and men’s shoes with stitched-on rubber 
soles, OPA said. 

It is not expected that the new provision will free any 
considerable quantity of shoes from rationing. Not all 
dealers have stocks, since production has been limited by 
short supplies of canvas for uppers. 

However, some dealers have stocks of leather-reinforced 
gzymnasium shoes that they are unable to sell for ration 
currency, particularly in view of the fact that similar kinds 
of rubber-soled canvas shoes—types that use no leather— 
are not rationed. The new release will enable dealers to 
move these stocks and will help meet school needs for 
stamp-free gymnasjum shoes. 

OPA explained that the shoes to be classified as non- 
rationed include any now in stock, or held by manufac- 
turers, that have non-leather outsoles and fabric uppers 
that use leather only for reinforcement purposes. Shoe 
dealers are to attach to their OPA inventory form a record 
of the number of pairs of these shoes in their stocks, in 
storage, or in transit to them on the date they are released 


from rationing. Ze 
= 


Synthetic Soled Shoes New Items 


SHOES made with the new non-marking synthetic rubber 
soles, and which are expected to appear on the market 
shortly, must be priced as new items, the Office of Price 
Administration announced October. 31. “New items” are 
priced under the provision of the General Maximum Price 
Regulation which established a method for pricing com- 
modities neither the same as nor similar to those delivered 
or offered for delivery during March 1942 by the seller or 
his competitors. 

New maximum prices on these non-marking synthetic 
rubber soles and heels are expected to be issued shortly by 
the Office of Price Administration’s Rubber Branch. 

While shoes with the new non-marking synthetic rubber 
soles are not to be considered similar for pricing purposes, 
this does not apply to the mere substitution of a synthetic 
non-marking rubber heel for the so-called carbon black 
rubber heels now in use. Such a substitution of heels does 
not make the shoes dissimilar, OPA said, and therefore 
does not justify any change in the maximum price. 

Sellers who have previously established maximum prices 
for footwear the same as or similar to the footwear being 
priced, except that a change has been made from other 
soling material, must price them under Order No. 13 under 
Section 1499.3(e) (3), effective November 4, 1944, The 
maximum price for the new shoe is the seller’s previously 
established maximum price for the original shoe, adjusted 
to reflect the actual difference in current net cost between 
the sole, or sole and heel, previously used and the new sole 
or sole and heel. 

This action was taken, OPA said, because the great bulk 
of non-marking synthetic rubber-soled shose will differ 
from shoes now in production only because of a change in 
the sole or sole and heel. The order establishes a simple 
method of determining maximum prices for such shoes 
and, at the same time, relieves OPA of the administrative 
burden of processing reports and applications required by 
Section 1499.3. . 

Maximum prices for sales of footwear with non-marking 
synthetic rubber soles by sellers not covered by this order 
will be determined under the applicable provisions of Sec- 
tion 1499.3 of the General Maximum Price Regulation. 

* * * 


Extends Slike for Ration-Free Moccasins 


Opa announced on November 1 that effective immediately. 
the time during which leather-soled moccasins with a 
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house-slipper type of construction may be stocked as ra- 
tion-free footwear had been extended through December 1. 
This action was taken through amendment 83 to ration 
order 17. 

Previously OPA fixed October 5 as the date after which 
future stocks of these moccasins would be classified as 
rationed footwear. OPA said that the time extension was 
granted because many domestic importers and dealers, in 
the expectation that the goods would be delivered on a 
ration-free basis in time for Christmas selling, had placed 
advance orders with manufacturers outside this country for 
types of moccasins subsequently affected by the October 5 


restriction. 
* * * 


Plastic Soles, Heels, Exempt from GMPR 


BECAUSE they are not customarily produced by plastics 
molders or fabricators, shoe heels and soles made of plas- 
tics materials have been exempted from coverage of the 
plastics products maximum price regulation, OPA an@ 


_ nounced on November 3, This action was taken through 


amendment No. 3 to maximum price regulation No. 523 
covering plastics products. 

Effective November 8, plastics heels and soles will be 
covered by the GMPR, which “freezes” prices at March, 
1942, “highs.” Price controls for these products will be 
administered by the Rubber, Chemicals and Drug Price 
Branch. 


* * # 


Synthetic Heel and Sole Ceilings 


CEILING prices for brown and black non-marking syn- 
thetic rubber heels and soles on sales to shoe manufac- 
turers were established by the Office of Price Administra- 
tion November 3. 

Non-marking rubber heels and soles have not been manu- 
factared since shortly after Pearl Harbor. They were then 
made from natural and reclaimed rubber. Resumption of 
production has now been authorized by the War Production 
Board. They will now be made from synthetic rubber. 

Sales covered by this action, effective November 3, 1944, 
are of heels and soles made by manufacturers of these 
items and sold to shoe manufacturers for use on new shoes. 
Ceilings will be established later on sales of non-marking 
synthetic rubber heels and soles for sales in the shoe repair 
and home replacement trades. 

The new ceilings, which are in dollar-and-cent on all 
standard items, are approximately 20 per cent higher than 
the 1941 prices for comparable non-marking heels and 
soles made from natural and reclaimed rubber and sold to 
shoe manufacturers. 

Manufacturers had requested prices 45 per cent above 
the 1941 level, but a study of estimated costs, and con- 
sideration of the over-all financial position of the industry, 
indicated that a 20 per cent rise over the 1941 level for the 
natural and reclaimed rubber items would result in maxi- 
mum prices that are generally fair and equitable. These 
prices cover factory costs of the bulk of production. 

OPA said that the ceiling now established are not in- 
tended to be permanent, and that additional cost studies, 
based upon actual manufacturing experience, will be made. 
The ceilings then will be revised if necessary. 

The new ceilings are embodied in 16 groups covering the 
various types of heels and soles produced. They are similar 
to the groups for which ceilings already are established on 
carbon-black rubber heels and soles, the only types manu- 
factured since shortly after Pearl Harbor. 

OPA consulted both with the Rubber Heel and Sole 
Industry Advisory Committee and with the industry in gen- 
eral before taking today’s action. 
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RATIO OF DELIVERY COSTS TO TOTAL SALES 


CHART XXil 


Total Store Delivery Cost. 


Upstairs Departments. 


Mens Clothing 
Women’s and Misses’ Dresses 
Women’s and Childrens Shoes 


Linens 


Furniture and Bedding 
Lamp Shades 
Miscellaneous Housewares 


THE ratio of delivery costs to total sales is, generally 
speaking, progressively greater with larger stores. Accord- 
ing to the Harvard Survey of 1940, for instance, this ratio 
was 0.7 per cent with small department storés whose annual 
sales were $500,000 to $750,000, and increased up to 2.5 
per cent for the largest department stores. 

The principal reason why the ratio of delivery costs to 
total sales is greater with larger stores is because they 
ustially deliver a greater proportion of their total trans- 
actions, The department stores with sales from two to four 
million dollars delivered 21 per cent of their total trans- 
actions in 1940, while the stores with sales of twenty 
million dollars and over, delivered 36 per cent of their 
transactions. The average ratio of delivery costs to total 
sales of all department stores averaged slightly under 2 per 
cent in 1940. However, when delivery cost is figured in 
ratio to the sales of the delivered transactions alone, this 
ratio is fairly uniform with different size stores, and 
averaged in 1940 about 6 per cent for most size depart- 
ment stores. It-is evident from this latter figure that the 
actual cost of delivering merchandise represents a sizable 
amount. 

As I stated in discussing credit costs, it is also obviously 
unfair to customers who carry their own purchases to 


charge them 4 proportion of the total cost of delivery of® ' 
a store, when they do not make use of this service. It - 


would certainly be much fairer to these customers, as has 


been so often advocated, if stores would: eliminate ‘the . 


entire cost of delivery from their total costs in figuring 
their merchandise mark-up, and if they would add. to their 
prices charged customers who wish to have their mer- 
chandise delivered, a fair additional charge to cover cost. 

However, as we have found in analyzing credit costs, 
we are apt to be misled by considering the average ratios 











of any costs unless we break them down by types of stores 
and departments of stores. / 

Chart XXII, compiled from the Survey of the Controllers 
Congress, National Retail Dry. Goods Association for 1940, 
shows the ratio of delivery cOste to, total sales in several 
departments of department stbrées whose anpual ‘sales per 
store are over ten million dollars. © “In a similar analysis 
of smaller department stores, the ratios of delivery costs 
are lower but the relation between the ratios in the various 
departments is about the same, 

Naturally a greater ‘proportion of merchandise is deliv- 
ered in departments, selling bulky merchandise such as 
furniture and in those selling breakable merchandise such 
as lamps, than in departments selling small items such as 
shoes. The ratio of délivety costs also Varies in‘the different 
departments of all types of stores. 


WHILE stores consider the aitnraice in delivery costs in 
their various departments in a general way in pricing their 
merchandise, it would seem an evén fairer practice under 
this proposed plan éf Gharging delivery costs only td cus- 
tomers having their merchandise delivered, if stores would 
devise a means of figuring this extra charge in direct’ pro- 
portion to their expense-of delivering each particular item. 

’The application of this samé principle. of. eliminating 
from merchandise markup the cost of all special services 
that are not used. uniformly by all customers, such as 
delivery, credit and other elements of special service, 
would save non-service customers of most department stores 
an, average of about 5 per cent. fn some departments of 
department stores and in some other kinds of stores, this 
amount would be much greater. In a survey of grocery 
stores, for instance, it was estimated that it cost them 
about 4 per cent to deliver merchandise. 
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The Actual Cost to Stores of Delivering Merchandise Repre- 

sents a Sizable Proportion of Sales. Mr. Hahn Shows in This 

Article How This Cost May Be Absorbed by Those Customers 
Actually Using the Service. 


by EDWIN HAHN 


Preswent, Wm. Hann & Company, Wasuincrton, D. C. 


In previously comparing the predominantly cash-and- 
carry chain grocery stores with the generally credit and 
delivery independent grocery stores, we found that the 
independent grocery stores had increased their relative 
proportion of total grocery sales in the period from 1929 
te 1939 in spite of the fact that customers fully realize 
that the cost of such services is included in the price they 
pay for merchandise. 

Customers have also been perfectly willing to pay for 
credit and delivery service in dealing with independent 
drug stores, apparel stores and dther kinds of stores. So 
with proper education, many retailers are convinced that 
customers who wish to continue having their merchandise 
charged and delivered will be willing to pay a fair extra 
charge for such services. 

During the war customers have cheerfully cooperated 
with stores by carrying their small packages, without hav- 
ing been reimbursed for reduction in the cost of delivery 
service. If customers were able to save money through 
such cooperation, many of them would assist stores to 
greatly reduce the amount of their total service costs. 

If independent service stores would eliminate both the 
cost of delivery and credit from their regular prices they 
would attract a part of their more economical customers 
who are now patronizing their cash-and-carry chain store 
competitors. 


in discussing Occupancy (Chapter XIV) I quoted facts 


proving that over a period of years there has been a 
migration of population from large size cities to small 
communities. I also mentioned the increasing trend of 
stores to suburbs and other changes that have been affect- 
ing downtown shopping areas, that will be greatly aug- 
mented after the war. However, other trends will probably 
develop that will tend to stabilize the retail business in 
large metropolitan areas. 
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He and others have been conducting experiments of pro- 
viding small farms for their factory workers. The develop- 
ment of synthetic materials from vegetable matter will 
greatly enlarge the market for farm products so that these 
factory. working part-time farmers will not affect the 
income of full-time farmers. During the war millions of 
our city workers have discovered the supreme satisfaction 
they have derived from theie Victory Gardens. After the 
war many of these city workers will move to the adjacent 
country in order to enlarge their present Victory Gardens. 


THESE trends will further decentralize city populations, 
which will create a demand for much speedier means of 
transportation. So there will necessarily be a great im- 
provement and increase in automobiles, buses and roads, as 
well as airplanes and air ports to transport these country 
dwellers to their city jobs. The areas that will be served 
by stores in cities and towns will therefore be greatly 
expanded. 

So the greatly increased amount of delivery costs in 
serving these more distant points will demonstrate to all 
retailers the inadequacy of their present methods of 
prorating their delivery costs to all of their customers. 
Their non-delivery customers will certainly object to pay- 
ing a share of these greatly increased delivery costs. 

During the war stores have been able to eliminate much 
duplication of expense through pooling their delivery 
facilities. Undoubtedly this practice of consolidated de- 
liveries will be expanded after the war, which will reduce 
the average cost of delivery. Simply as a suggestion, it 
might be possible to greatly expand the parcel post 
facilities of the Post Office Department so that the postal 
service could much more economically deliver most mer- 
chandise from the stores up to its present seventy-pound 
limit, with the express companies delivering more bulky 
merchandise. This might seem impractical to some, but a 
simpler suggestion in our early days, that the government 
operate the. then privately owned postal companies, seemed 
just as fantastic to people of that time. 

Stores would then be able to more economically serve 
their greatly expanded trading areas. They would be able 
to eliminate the cost of delivery from their regular mark- 
up, since customers who elect to have their merchandise 
delivered would be willing to pay the extra cost, realizing 

[rurn To pacr 85, PLEASE] 











thinking, and reconversion of thinking is just as tangible 
as reconversion of production. 

“In our own copy—that of a manufacturer advertising a 
brand name—we believe the story should be told in a con- 
cise, direct way. While all advertising is a sentiment creat- 
ing force which clears through the emotions, we like to 
stay away from the highly emotional type of copy. 

“Salespeople must also experience a reconversion of 
thinking. They must learn to be patient with the greater 
deliberation in their customers’ buying habits. The fast 
selling of the past two years can boomerang now to make 
an impatient, surly sales force. Salesmen have been making 
quick sales—show the shoe .. . slip it on and off quickly 


. wrap it up ... grab the money and the shoe ration © 


stamp . . . and rush to their next customer, many times 
not even saying “goodbye” to the customer with whom they 
have just finished. Their commission checks have been of 
substantial proportions due entirely to these quick sales, 
and it has subtracted from their real sales ability and real 
sales interest. They must now readjust to the new pace! 
They must be re-trained! Manufacturers can help the mer- 
chants in supplying fashion pointed literature and pertinent 
information on the fashion importance of patterns and 
colors from their ‘lines’—and the tie-in of these patterns 
to the general fashion coordihation picture.” 

“Your windows are show-cases working for you day and 
night, Sundays and holidays! Your windows are magnets 
which turn passersby into customers! And again, most 
manufacturers have window trim helps for you which have 
been skillfully created by experts in display technique, 
combining fashion theme of color appeal with helpful sell- 
ing points about their product which, of course, if carried 
in your store, is your product, too. . 

“Show your stock attractively and well, making it. easy 
for the traffic in your store to see what’s new and what you 
have. This strictly point-of-sale appeal has sold many a 
pair of shoes in the old days when your customer made up 
her own mind ‘as to what she wanted rather than take what 
she could get. 

“If you are a store’s department, get chummy with the 
fashion coordinator and ask her to throw a ‘focus’ on 
shoes!” 


FRANKLIN J. CORNWELL, of Brown Shoe Co., said: 

“The oustanding example of the transfer of good in- 
formation from dealer to manufacturer and manufacturer 
to dealer occurs in the style and merchandise meetings be- 
tween retailer and manufacturer that take place at the out- 
set of each season. Here behind closed doors at the factory, 
the combined thinking and needs of each group are pooled 
and the best program for both is determined. This is a 
method used more by the shoe business than any other 
industry, and of great value to both the manufacturer and 
the retailer. Think back to your experience at these meet- 
ings and the hundreds of little points that mean so much 
in a successful merchandising, advertising, manufacturing 
program, and, most important of all, the next profit at the 
end of the year. 

“We are particularly fortunate in our industry to be 
served by trade journals which are intelligently edited and 
conducted as a clearing house for valuable information for 
the trade. They act as the signal corps in ‘communication 








Vital Role of Public Relations 


[CONTINUED FROM PAGE 49] 


lines’ between groups. I was particularly conscious during 
the invoking and revoking of rationing and WPB orders of 
the speed with which the contents of these orders were 
communicated to the trade by our journals. 

“During the war years when catalogs have lost their im- 
portance and salesmen’s calls have been fewer, a number 
of statements on current problems by key manufacturing 
executives have been mailed to retailers. Realizing that the 
retailers have been a little more remote from the source of 
supply due to travel restrictions, the presidents and vice- 
presidents of manufacturing concerns have taken stock of 
the shoe production situation and analyzed it in attractive 
pamphlets for the retailer. 

“Our past and present information on consumer think- 
ing is woefully out of date. You may not realize that the 
public has changed perceptibly over the war years. War 
forces changes and we find that civilization changes more 
during a period of war than any other period. 

“In suggesting a comprehensive consumer survey backed 
by a coordinated effort in the shoe industry and conducted 
by a leading scientific research organization, I am not 
recommending a huge costly advertising campaign. | am 
merely suggesting that we get a sound platform for the 
future based upon facts. Once in possession of these facts, 
then we can determine what course. we should follow.” 


CLARENCE W. POLLOCK, of Thayer McNeil Company, 
Boston, said: ? 

“Public Relations are very simple to understand and 
believe in. Simply to have your neighbors and customers 
really like your store, your merchandise, your salespeople, 
and yourself, and to purchase from you at a profit to you 
and a pleasure to themselves is the secret. You must also 
realize that due to conditions over which we have no control, 
the buying public has during a long period been patient 
sufferers, particularly the women of the family, and they 
make up the large proportion of the purchasing power of 
this country. This is not confined entirely to the shoe busi- 
ness or accessories such as bags, hosiery, etc., for the same 
conditions apply to food, clothing, and every commodity 
that is a necessity. 

“Some will not agree and some will take offense if I say 
that we, and I mean merchants and manufacturers, have 
permitted a condition to exist in business which engendered 
a spirit of indifference and rudeness to customers, Now 
while we as merchants, small as well as large, are mainly 
responsible in the eyes of the public, consumers do not 
realize the problems we have had. Our personnel has not 
been, with the exception of the older help, up to standard. 
Gentlemen, won't we sing ‘Oh, what a glorious morning’ 
or ‘Hail, hail, the gang’s all here’ when these boys and 
girls of ours come home. The day when we can have thor- 
oughly experienced, interested employees, and what’s more 
important, young people that can be trained to carry on in 
the manner to which we have been accustomed, will be 
welcomed by all.” 


“THE importance of training in a sound Public Relations 
program becomes apparent when we employ a new sales- 
person,” observed William Pidgeon, of Rochester, N. Y. 
“We all know, as retailers, that any new clerk, no matter 
frurw To PACE 75, PLEASE] 
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RUBBER HEELS 


On the feet of the fighting fleet, in the jungles, and everywhere, 
Beebe Brothers rubber soles and heels are serving service men. 
After V-Day, they will again add to the comfort and 
smart appearance of fine civilian footwear. By combining 
previous experience with the results of tests under 
strenuous wartime conditions, added knowledge 
of wearability requirements will make Beebe 
Brothers products even better. We would 
like to hear from makers of all grades 
of footwear, who are interested 
in new sources of quality 


soles and heels for the 







post war period. 
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UNCLE SAM’S FIGHTING MEN— 
are well shod 


Our military leaders, appreciating the importance of intelligently 
designed footwear, have endeavored to equip our fighting forces with 
the most serviceable types possible. 


A Bookiet illustrating types of military foot- 
wear from 186] to date, sent on request. 


UNITED SHOE MACHINERY CORPORATION 


140 FEDERAL STREET, BOSTON 10, MASSACHUSETTS 
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BUSINESS SLOW IN ST. LOUIS 


Business was universally slow in 
practically every shoe department in 
St. Louis the last week of October. 
Buyers were almost unanimous in the 
epinion that the lack of coupons on 
the customer’s part was the reason, 
and all were optimistic in feeling that 
there would be a decided increase in 
business when the new ration coupon 
became valid. Some felt that custo- 
mers would spend their coupons 
quickly, but wisely, on shoes they’ve 
been waiting to buy. 


Reptiles were a favorite in many. 


stores. At Stix, Baer & Fuller, a dra- 
matic display in the center of the 
Shoe Salon featured “Genuine Rep- 
tile Footwear for Fashion and Dura- 
bility,” which was grouped around a 
smartly-dressed, seated mannequin. 
These shoes were reported to have been 
best-sellers recently. On the edge of 
this same department, a long counter 
highlights slippers and casuals, and 
‘here gift-buying is already brisk. 

In the DeMura Shop on the first 
floor of Stix, Baer & Fuller, black pat- 
ent was said to be a favorite with 
recent customers. Black and brown 
-calf are still strong, with black suede 
running close behind. Sling pumps 
-and high and flat heel sandals are the 
preferred styles in the DeMura Shop. 

At Scruggs - Vandervoort - Barney, 
Autumn leaves add color and gaiety 
to the display cases there. Non-ra- 
tioned casual and play shoes are ef- 
fectively displayed on a revolving 
merry-go-round which boasts a sign 
that reads: “Select your size at the 
Slipper Bar.” Customers pick the 
style they want from this revolving 
display, and get the correct size at 
the complete slipper bar at the back 
-of the department. 

At Famous-Barr Co. reptiles are 
the news, according to customer de- 
mand. Sorority House, however, con- 
tinues to cater to the college and 
-career girl’s love of moccasin-type 
loafers. A recent ad read: “Take your 
daily.dozen in Sorority House Casual 
Classics,” and highlighted this type 
shoe in Army Russet calf. Young 
-customers in this shop are showing 
more and more of a preference for 
wedge sole shoes, it is reported also 
—and mothers are buying the same 
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type casual shoes as their daughters 
there. ; 

The Surety Six Shoe Shop at 
Famous-Barr promotes various heel 
heights in its recent ad captioned, 
“Take to our Heels . . . Surety Six 
Has "Em in All Heights,” The variety 
theme was stressed in the copy which 
read: “High heels. Low heels. 
Medium Heels. Squatty Heels. Any 
way you want ‘em, done up in calf or 
suede, you'll fmd your coupon’s worth 
at Surety Six, and all within your 
budget, too.” 

Garland’s puts the emphasis on 
color in its promotion headlined: 
“Stampede to Gold Rush by Town 
and Country.” These ration-free cas- 
uals proved to be a hit . . . with tai- 
lored clothes, and the color was a 
natural with black or high shades. 

* * * 


HOUSTON STORES REPORT 
“LOW™ SHOES IN DEMAND 


CONTINUED popularity for “low” 
shoes is the Fall and Winter predic- 
tion of Houston shoe men, based upon 
the demands of the past _month. 
Although newspaper advertising fell 


“dake to our heels ! 


Surety Six Has’Em in All Heights 
6.00 











Famous-Barr Company, St. Louis, uses 
an attractive ad to show a variety of 

















off somewhat toward the end of last 
month, it has picked up with the new 
shoe stamp. Among the higher-priced 
shoes, there was no decrease in sales, 
nor was any one style or material 
leading in popularity, save that all- 
around wearability was the deciding 
factor. 

All stores are promoting moccasins. 
oxfords and ties of various materials 
---calfskin, saddle leather, tanned elk, 
bucko, as well as novelty leathers. 
Black patent continues on its popular 
way. Black suede is a must, and rep- 
tiles are moving well as they usually 
do in the Fall. 

Foley Brothers’ innovations include 
rationed aall-leather sandals with 
adjustable straps; hounds tooth 
“checks,” promoted as tweedy-looking 
casuals in brown and beige; open-toe, 
bareback pumps with continental 
heels in lizard and suede patent; and 
e smartly tailored brown tie with 
open back, in ostrich. 

At Krupp & Tuffly, Big and Little 
Sister shoes are featured, both a side- 
tie in brown saddle leather and a cas- 
ual. Stepins and pumps in calfskin, 
brown or black bucko, and black kid 
are other offerings, as are alligator 
lizard in a sling back Cuban heel san- 
dal with “match-mated” handbag. 

Paul’s Shoe Store repeately empha- 
sizes “the shoe with the beautiful fit.” 
One full-page ad in a Sunday news- 
paper featured a variety of these in 
walking shoes as well as spectators 
and dress pumps. Maroon suede is 
currently featured in matching shoes 
and bag. 

At Levy Bros., spectators are prov- 
ing popular and repeaters: these are 
the classic pump, bareback, and strap, 
in calfskin. Army Russet sling pumps 
with extension soles are offered as ap- 
propriate for suits, while tending to 
make the foot appear smaller. A low 
vamp, black punched suede sandal 
and pump and the perennial d'Orsay 
sling pump continue their active way. 

Men’s shoes, as always, stress com- 
fort. W. L. Douglas stresses the well- 
groomed appearance, styling and con- 
struction in their shoes. 

Woodland Brown, popular shade in 
men’s clothing, has been adopted by 
Sakowitz Bros. for women’s accessor- 
ies, as “A Sakowitz exclusive—a 
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major shade in men’s clothing . . . 
Bite for black. Zing for the high volt- 
age colors.” Bags, millinery, and 
shoes are matched through a full-page 
ad. Also active is a low cut pump of 
antelope with grosgrain ornament. 
Recent promotions at The Vogue, 
where sandals have always led in pro- 
motion, stress reptiles. One ad was 
devoted to alligator sandals in Town 
Brown, as is a window display, “four 
styles to please the most discrimi- 
nating woman.” The current trend 
toward sturdy shoes is reflected by an 
ad on Fall reptiles, the space divided 
into “AM” and “PM” offerings, the 
“former strictly tailored for the well- 





dressed woman,” the latter “softly 
styled for slightly dressy hours.” A 
smart spectator of brown suede with 
heel and toe of lighter brown calfskin 
was noted. 

Slippers are pushing ahead in sales, 
and it is certain that by next month 
sales will have tripled. Already many 
stores are devoting advertising space 
and counter displays to them. Krupp 
& Tuffly has run several ads, mainly 
on slides and d’Orsays in leather, 
faille, cotton, embroidered satin, or 
knit. Sakowitz features a rayon crepe 
in monotone spider-web pattern. Foley 
stresses a variety of materials and 
styles, under the caption, “A Bedtime 
Story,” including furred slides and 
fuzzy-wuzzies. At Chandler's, Burt’s, 
and Baker’s, these are becoming im- 
portant. Undoubtedly as the nights 
stow colder and Christmas draws 
nearer, slippers will gain in impor- 
tance. 

we ape 


SAN ANTONIO RETAILERS 


and holiday season ahead, shoe retail- 
ers of San Antonio look to continued 
heavy sales through the remainder of 
the year. A good business in house 
shoes and bedroom slippers is antici- 
pated during the holiday trade for, as 
one dealer expressed it, “people are 
buying more practical gifts.” 
Pumps and sandals in ‘a variety of 
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Fyfe's, Detroit, features extended soft 
sole shoes for the younger section of 
its clientele. 








tans dominate the field with low heels 
having a slight preference. This may, 
in some measure, be attributed to the 
unusually long spell of fine weather 
that this city has enjoyed for this 
time of the year. However, with morn- 
ings becoming colder and social activ- 
ities gaining momentum, an increase 
in the preference for high heels is 
anticipated, bringing the year to a 
close on an equal basis. 

At Wolff & Marx, department store, 
reptiles are being featured with good 
returns, supported in turn by non-ra- 
tioned play shoes and toeless and 
heelless sandals. Light tan is the pre- 
ferred color. 

Paul’s shoe store is featuring an 
outstanding low-heeled casual shoe, a 
slipon in tan. The display is sup- 
ported by a handbag of fine calf to 
match. 


Chandler’s, who recently moved 
into their new store, are enjoying a 
good response through promotion of 
black suedes with black calf following 
a close second. Both have a low-heel 
preference. 

W. L. Douglas has commanded at- 
tention through an impressive show- 
ing of welt-soled oxfords and flats, 
supported by a showing of low-heeled 
dress pumps. This store has recently 


added a small line of children’s slip- 
pers that have enjoyed a most satis- 
factory demand. 

At Nisley’s the feature is a tan 
alligator. Also featured are smooth 
leathers in spectators, and a line of 
low-heeled sports models. 

The Guarantee Shoe Company is 
featuring a line of black suedes for 
social wear,. with a good showing of 
calfskins for casuals. The latter are 
in Army Russet and Town Brown. 

Joske’s, department store, has de- 
voted some space to polished calf in 
an open-back sling pump. 

* #* # 


KNOWN BRANDS FEATURED 
IN ST. PAUL 


Wirn the accent on shoes of nation- 
ally known brands, Schuneman’s, St. 
Paul, Minn., is finding that there is a 
good sale for shoes that combine com- 
fort with a flair for fashion. Higher 
heels are popular, now that play 
shoes are not so much in demand with 
the approaching colder season. Calf- 
skin is a best seller for both utility 
and street shoes. Pumps and ties run 
about even in demand, with a slight 
edge given to the pump which can do 
double duty for both dress and street. 

In dress shoes, the suede sandal 
holds a high place in this store. Black 
is the favorite color. These dainty, 
lightweight models find their way into 






¥4 


street outfits. With these, alligator 
and snakeskin in brown and lighter 
colors are liked. 

The Golden Rule department store 
has newly arranged and redecorated 
its shoe salon and has opened two 
new shops—the California Shop and 
the Slipper Shop. Spacious mirrors 
and luxurious surroundings make an 
excellent setting for the famous name 
brands in which this store specializes. 
Calfskins in pump and oxford styles 
in both brown and black are the lead- 
ing leathers. Medium and high heels 
are both in good demand. Low heels 
are not so much in demand as a few 
months ago, although the comfortable 
medium heel which gives style as well 
as walking ease is a prime favorite. 

Maurice L. Rothschild has been 
featuring with success genuine alliga- 
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Patent Glo 
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makes patent leather 
go twice as far! 


ML... manufacturers have discovered that, by 
using this highly satisfactory hand-japanned patent 
fabric for quarters, available patent leather can be 
made to go twice as far. Patent-Glo cuts, handles, 
and works well, and is practically indistinguishable 
from patent leather in the finished shoe. It is also 
widely used for sock linings, especially in open toe 
sandal types, where it greatly improves the appear- 
ance of the shoe. Patent-Glo can be used wherever 
patent leather has a place, and is available in Town 
Brown ... Turf Tan... Lipstick Red... Blue... 
White . . . and Black. Samples on request. 


* * * ” 


PATENT FABRIC COMPANY 


195 SOUTH STREET - BOSTON II, MASSACHUSETTS 
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tor street pumps. The wearing quali- 


ties of this leather, plus its smart ap- 
pearance, have made it extremely 
popular. Brown is the most desired 
color. Sandals in suede, in black, and 
brown run a close second in popular- 
ity. Calfskins have excellent sale, for 
customers like the high polish of this 
leather even after the shoes have lost 
their first newness. 

Field-Schlick has been having an 
excellent sale of smart calfskin in 
pumps and ties in brown and black. 
Dress sandals in black suede with 
rosettes for extra trim are favorites 
for the evening ensemble. 

The Emporium makes a specialty 
of name brands. In these, favorites 
are caifskins, with brown best liked 
for street wear. — are selling 








with 


well; ties in black or brown 
medjum or high heels are good, with 
the medium heels selling well. In 
pumps, high heels seem to be gaining 
in favor, after a season.in which the 
lower heel predominated. 

* * 


MINNEAPOLIS STORES SHOW 
VERSATILE STYLES 


DousLe-DUTY shoes have the spot- 
light in sales in the Minneapolis 
stores. The shoes that do honor on 
many occasions feature smart styling, 
with the new Continental heel which 
is high enough to look dressy but low 
enough to be extremely comfortable. 

Napier has had good results from 
fine shoes with this heel in several 
leathers. Black suede, black calf and 
brown calf are the three leathers that 
have been most popular, in pumps 
with sling heel. 

C. M. Stendal has been having a 
good sale of strap shoes with medium 
heel in black or brown: Customers 
feel that this style minimizes the size 
of the foot. Comfort is another fea- 
ture of the shoe with the broad strap 
which has great appeal. 


Baker’s, Nicollet Ave., has found 
that calfskin for street and suede for 
dress have moved well. Jet black 


suede is popular because it looks well 
on the street and also lends itself to 
complement any costume. _ 


™% 


ultra smart shoe is a 


Geo 


Roy H. Bjorkman finds that the 
seller in 
his shoe salon. A d’Orsay pump which 
is extremely simple has been very 
popular. This pump comes in black, 
brown or wine-red calf. Other street 
pumps of calf have been in demand. 
Sandals for dress are universally in 
demand. Those with small amount of 
material cut with extreme smartness 
sell best. 
* * * 


SHOE SALES SLOW UP IN 
CHICAGO STORES 


A LTHOUGH shoe retailers had 
hoped that the arrival of November 1 
with its new shoe stamp would result 
in a definite spurt of business, things 
in Chicago remained quiet. In spite 
of considerable advertising, shoe re- 
tailing experienced a rather dull time 
for some weeks. Some believe that 
election day played a part; others 
think that women await new styles 
with Paris designs again a factor in 
the fashion picture. Whatever the rea- 
son. however, shoe business did not 
get the shot in the arm that mer- 


chants had hoped for. 
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Reptiles .for daytime and . 
fetchingly eaoreang by "The Vosee 
Houston, Texas. 


However, Dame Fashion was ever 
a paradoxical lady, and the fall of 
1944 proves no exception, At a time 
of year when practicality should 
send utility and “sensible” shoe buy- 
ing to new heights, the types being 
sold are quite the contrary—open 
toes, sling backs, cross-strap sandals, 
Baby Doll pumps and ankle straps. 

A full-page ad of Field’s an- 
nounced “An unexpected treasure— 
Patent Leather Shoes”—illustrating a 
handsome assortment of high heeled 
pumps, swath-strapped ~ sandals, 
punchwork slings, etc. It caused con- 
siderable astonishment, for the public 
has heretofore been instructed that 
patents are not practical during the 
cold months, that sudden changes of 
temperatures may cause the leather to 
erack and split. 

For the most part, suedes have re- 
ceived the chief emphasis in shoes, 
and these include everything from a 
very high-heeled wedge bracelet 
st:ap shown by Joseph to a sling-back 
flat, featured at The Fair. “The new 





look in shoes is the bare look,” “as 
little as possible,” “the nude look,” 
“open to comfort and to fashion”—all 
these and more are the phrases used 
to stimulate women’s interest in the 
styles which use a minimum of 
leather and show a maximum of foot. 

Young people’s footwear has re- 
cently come in for some newspaper 
attention too. Boys’ shoes, mocassins, 
walled oxfords, wing tips, and Nor- 
wegians have been promoted in tan 
and russet calf. Field’s, Goldblatt’s, 
The Fair and Wieboldt’s have 
stressed them all. Girls’ shoes to a 
large extent follow the same line, 
since the feminine contingent of the 
school crowd seems to want its ser- 
vice footwear as masculine as pos- 
sible. 

Using as the leading caption “New 
Today,” Joseph has run a series of 
small ads, featuring a single style in 
each one. Bengal lizard in “the sleek- 
est of slings,” low-heeled Baby Dolls 
of suede.or calf with bracelet ankle 
strap, high heeled wedgies with ankle 
strap “black beauties” in suede, all of 
these have been recently promoted as 


_“new..today.” 
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[CONTINUED FROM PAGE 68] 


how good he or she may be, frequently is at a loss for some 
time before he knows the policy, aims, and principles of 
the store. In short, just what is it that management con- 
siders basic and absolutely essential to a sales transaction? 
No store can succeed to any large degree if it hasn’t a 
definite sales policy. No store with a policy can develop 
fully unless the folks who sell the merchandise understand 
fully the store’s long-range program. 

“The subject before us has been described as Public Re- 
lations. If we understand this to mean our relations with 
our customers, it is clear. It also is apparent that the 
retailer is the last link in the distribution process. There- 
fore, what the sales people do in a retail store is really 
the most important step in the entire process of footwear 
distribution.” 


ALBERT WACHENHEIM, JR., of Imperial Shoe Store, 
New Orleans, La., cited the movie industry as one which 
has developed Public Relations to a marked degree, saying 
in part: 

“In the movie industry, which has developed Public 
Relations to a high art, new pictures are promoted, and 
new stars are developed, by an interesting and almost 
scientific technique. The shoe industry would do well to 
examine closely moviedom’s methods and borrow some of 
its devices for the introduction of new styles. 

“It is usually supposed that a movie star is born. But 
truthfully, a star is not born. When we look at it ration- 
ally, we realize a star is made. Of course, she must have 
something to start with—beauty, natural grace, personality, 
ill of which the talent scout can spot and the screen tests 
can confirm. 

“Then the job begins. The glamour squad goes to work 
—our prospective star gets diet, exercise, a flattering make- 
up, an attractive hair-do, smart new clothes, lessons in 
speech, and rehearsals in acting. It is not always easy, and 
itis mixed with plenty of hard work and heartaches. 

“After that the Public Relations office goes into action 
vith news releases, pictures, magazine stories, ads, posters, 
ind fanfare. Then lights, action, camera. If she clicks, 
tline forms at the box office, and there is standing room 
mly. A new star is made! 

“Her earning power is limitless. Her style and technique 
ae her own. No one can exactly imitate her. Her studio 
tan count on her for years if she has what it takes. 

“To some degree this has happened in the fashion field. 
Ince cotton meant a house dress. Rayon was only a pair 

pink knit bloomers, better .out of sight. Nail polish 
"as used, only by you-know-who. No nice girl smoked a 

tte. To be seen without a stocking was shocking. 

day cotton makes fashion’s Sunday best. Rayon is a 

drawer fabric. Nail polish is big business. The woman’s 

e sells cigarettes. Barelegs, aglow with leg make-up, 
kk across the nation. A fashion has clicked and is box 


“Luck did not do it. What it took was a good product, 
ich women wanted, plas a story intelligently told with 
l-planned promotion and organized Public Relations. 

“New fashion developments in shoes can be put over in 
same manner. The shoe industry is in smaller hands, 
hh not too flush a bank account to do the job, but the 
mique is the same.” 


ING EDISON, Edison Brothers, St. Louis, was the con- 
ng speaker on the program, saying in part: 

“A retailer’s best Public Relations are good Personal 
; [TuRN To Pace 85, PLEASE] 
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Your Customers Expect this 


HEN you recommend Esquire Boot Polish, 

you are giving your customers everything 
they expect... and more, For Esquire Boot Polish 
not only “outshines any other polish” . . . it actu- 
ally makes shoes last longer. The finest of im- 
ported oils and waxes help keep the leather soft 
and supple . . . prevents drying and cracking. 
Finally, Esquire Boot Polish contains lanolin, 


nature’s own leather preservative. 


No wonder customers come back again and 
again once you've displayed and recommended 
this famous Stain Polish. It gives them confidence 
in your store . . . respect for._your judgment . . . 


good will for you. 
Check your stock of Esquire Boot Polish today! 


In: BROWN STAIN, MAHOGANY STAIN, 
TAN STAIN, TRANSPARENT, BLACK. 
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THE weeks immediately following the New York Spring 
openings have been busy ones in this area, as factories have 
started work on meeting Spring commitments. Early Janu- 
ary is the delivery date for brown and black calf and patent 
leather set by one of these factories. Another plans to make 
his first deliveries February Ist. 

In another of the quality factories, blue and red calf shoes 
will start going out in December. One factory is right now 
delivering resort shoes to southern accounts. These consist 
of white, red, green and blue suedes and snakeskins. In 
the North also, blue suede is being called for right now 
and these same retailers would take blue calf now, as well, 
if they could get it, according to this quality manufacturer. 

The outlook on white resort shoes varies in different fac- 
tories. One manufacturer reported no orders taken yet on 
white resort shoes because of great uncertainty regarding 
white leather, He will not take orders until he is sure of 
his leather supply. Another factory with well thought-out 
schedule will deliver white for the South on February Ist. 
Spring shoes will go out March Ist and April 1st. 

The first concern of another manufacturer is to get out 
his blue orders. This color he considers to be the number 
one job. High colors will follow the delivery of blues, he 
says. Most of the orders on patent leather and blue shoes, 
also on blacks, browns and tans, will be filled in February 
and March. White shoes for the South will go out April 
Ist. May is the month set for delivering to the northern 
and mid-western states. Questioned as to the importance 
of turftan, this manufacturer said he considered it to be, 
at present, a color for bigger, more high fashion stores. 

One manufacturer, whose pre-war production was largely 
in evening shoes, is making nothing but black suede in 
very dressy patterns and treatments for evening wear. He 
does not expect to take orders for Spring until next April 


(Stl 


New ENGLAND manufacturers, returned from, the Na- 
tional Shoe Fair in Chicago, have plunged again into pro- 
duction problems still complicated by lack of sufficient 


Tanners report the same shortages as for many months. 
The release of some military soles, they say, did not mate- 
rially improve the situation. The demand for heavy- 
weights is still far greater than the supply and the falling 
off to some extent in the demand for light-weight soles and 


those of poor quality, has created a condition described as- 


out of balance. In the upper leather field, an increase in 
the available supply of hides is partially off-set by lack of 
labor to turn them into side leather. 

It is this uncertainty as to the raw materials outlook, and 
other factors, which have led the New England Shoe and 
Leather Association, through its Post-War Planning Com- 
mittee, to reiterate a previously adopted policy and again 
to urge post-war maintenance of price controls on hides, 
leather and shoes. 

The committee, which met recently, feels, according to 
Maxwell Field, executive secretary of the Association, that 
these controls “must be maintained long after other gov- 
ernmental controls on production are removed, and even 
after the cessation of the war, until that time in the future 
when hide and leather supplies increase to substantially 
the levels existing in the normal pre-war period, so that the 
law of supply and demand can operate to control prices in 
a free market. The Committee concluded that further dis- 
cussion and analysis by industry representatives and gov- 
ernment officials is necessary before any association or 
trade recommendation can be made on the vital question 
as the maintenance controis on international hide and skin 
supplies.” 

Present at the meeting, in addition to Mr. Field, who 
presided, were Robert C. Erb, J. F. McElwain Co.; William 
F. Hickey, John R. Evans & Co., Inc.; Edward C. Lincoln. 
Edwin Clapp Son, Inc.; and Charles H. Jones, Common- 
wealth Shoe & Leather Co. 

An Association analysis of reports of the United States 
Bureau of the Census, shows that August production in 
New England was 13,399,760 pairs—an increase of 0.9 per 
cent over the same month last year. Statistics compiled by 
the Federal Reserve Bank of Boston show that this total 
was 39 per cent greater than July, 1944 production; and 
the Associated Industries index of orders booked during 
September is near the peak for the year and 44 per cent 
above that of September of last year. 


Chitivage 
NOW that the shouting of the National Shoe Fair has died 
and the industry comes back once more to a degree of 
normalcy—if one can possibly refer to the shoe industry 
as being in a state of “normalcy” since rationing was in- 
augurated—manufacturers have started to try and evalu- 


ate the many items of news and evolution that were pre- 
. [rorn ro pace 78, PLease] 
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Care in Fitting 
Builds Juvenile Business 


[CONTINUED FROM PAGE 59] 


rendered, courtesy to customers, knowl- 
edge of footwear, and ability to fit chil- 
dren and growing girls. 

The sale of basic shoes accounts for 
90 per cent of Youthful Shoes’ business. 
If a mother enters the store intent on 
buying dress shoes for school wear, 
Mrs. Gordon or a member of the staff 
strongly advises against it. 

Although corrective shoes account 
for nearly a fourth of the volume, they 
are not sold unless the child’s foot 
shows definite need of correction. In 
many instances when a child comes in 
wearing a corrective shoe, a change to 
a regular shoe is made. A pedograph 
is made, which makes a correct imprint 
and facilitates proper fitting. 

Advertising for Youthful Shoes is 
done by direct mail and by newspaper. 
Most of the newspaper advertising is 
institutional; no particular style or 
price is featured, but the name of the 
shop is kept before the public. Most 
persons who come to the store for the 
first time, however, do so because of 
word-of-mouth advertising. 

The shop has never put on any kind 
of sales promotion. The show windows 
are clever customer enticers. Only 
three or four pairs of shoes are dis- 
played in each of the two circular win- 
dows. They are accompanied by a 
clever doll or toy animal. 

The interior is colonial, with. un- 
stained woodwork and buff carpets. 
The color accents are in red and deep 
blue. Shoes are kept in the stockroom. 
A neat showcase of colored ankiets and 
two hanging wall shelves with shoes 
displayed are almost the only evidences 
that the place is not part of a graci- 
ously furnished home. 

Complete records of all shoe sales are 
kept, not only of the length, width and 
date of sale, but of the children’s 
birthdays. The cards are scanned and 
a birthday card and surprise gift are 
sent to each child who has been a cus- 
tomer. 


Mrs. Gordon will fill orders by mail 
if she has the record card or a foot- 
print made recently, but the store will 
not send out shoes if the size is merely 
given from a shoe not fitted there. 

The shop carries a complete line of 
children’s house shoes all year ‘round, 
rather than only at Christmas. Only 
the highest quality is stocked. 

The sincerity of Mrs. Gordon and 
her personnel inspires such complete 
confidence that customers soon learn 
to trust their judgment as they would 
that of their family physician. Cus- 
tomers are never rushed into decisions, 
regardless of how many persons are 
waiting. Such a restful atmosphere 
prevails in the room that customers 
seldom appear nervous, no matter how 
long they have to wait. 

The partner in charge of the finances 
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ANY TOWN -— Any day — The 


on their shelves to sell. 


of the Trimfoot catalog. 





MORE WALKING 
FEWER SHOES 


SHOEMEN FIND A 
HAPPY SOLUTION 


Country over, it’s the same story 
More people than ever are depending 
on their own two feet to get them to 
the job and keep them on it...and they 
are finding that their feet need help. 


At the same time, shoemen are find- 
ing it hard to maintain enough sizes 


The solution, found by many mer- 
chants, has been the agressive sale of 
Trimfoot Foot Relief appliances. They 
satisfy a comfort hungry public and 
provide good unit sales where sales TR 
are needed. Write today for your copy 
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of the store is Benton M. Lee, a senior 
officer in the Valley National Bank of 
Phoenix, Ariz. He and Mrs. Gordon 
are highly optimistic over the outlook 
for the children’s shoe business in 
Wichita after the war and they are 
planning interesting expansion when it 
is again possible. 

“My belief is,” concludes Mrs. Gor- 
don, “that what you give, you receive 
in return. You have no right to suc- 
cess in business unless you give the 
courteous service to which every cu» 
tomer is entitled.” 


ee 


New Vulcanization — 
Method Announced 


Dersy, Conn.—A new method of 
vuleanizing continuous sponge rubber 
sheet stock directly to fabrics, leather- 
ettes, rattans, felt, impregnated fibre 


and other similar materials has been 
developed in the laboratories of Sponge 
Rubber Products Co., here. The method 
is applicable to the manufacture of 
platforms for California play shoes, 
and reduces costs by saving production 
time. 

Without the use of cement, the 
process obtains a positive bond between 
the sponge rubber stock and the back- 
ing material. This simplifies cementing 
operations -and results in comfortable 
shoes with an attractive appearance. 


Has Long Service Record 


CotumsBus, O.— Paul J. Lee, of 
Americus, Ga., is the oldest salesman 
in point of service with the Walker T. 
Dickerson Shoe Ca, here. He has been 
a shoe salesman for 30 years, the last 
20 of which have been with the Dick- 
erson concern. 
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sented during the four event-packed days at the Morrison. 


It is agreed that the platform sole—and derivatives there- 
of—held the spotlight in most showings. Therefore it is 
reasonable to assume that this feature in women’s foot- 
wear will be a prima donna of Spring and Summer 
fashions in 1945. As shoe men all know, this revolution 
in shoe manufacturing was all started with the California 
process—the first radical departure in shoe making in 
many, many years. : 

While all houses may not be either equipped or in- 
terested to include the slip-last construction in their lines, 
yet most of them are presenting modifications of it which 
suggest a platform, or at least a raised sole. Thus one 
sees in lines made by an important house in this area, 
the heavier extension sole, in some instances colored black 
in contrast to a bright-toned upper. Also included here 


is a simulated platform sole with a narrow wedge of fabric 


inserted between sole and upper, this too sometimes in con- 
trasting color to the body of the shoe. 

Heel heights hold second place in general buyer interest, 
say manufacturers. “When they are flat they give the 
low-down on fashion. When they’re not, they hit a new 
high in style.” Although there are many sponsors of the 
two extremes, there are also many shoe men who believe 
that the medium or “midway heel” will hold an important 
role in the new footwear, since there are many women who 
will not buy flats, just as there are many who find very 
high heels extremely uncomfortable. 

Color, of course, promises very well for the new season, 
but manufacturers point out, that color is always a. risky 
thing to play with in large quantities. Reds and greens 
are éverywhere spoken of as outstanding for the warm 
weather of 1945, but, many say, navy will still outsell 
bright hues. Since color may not be available in any great 
quantities, some factors maintain that this is a fortunate 
thing for many a retailer who might, because of the seem- 
ing newness of color, tend to go hog-wild on the subject. 
Colored pigskin is one of the novelties shown by an im- 
portant house here, used in smart street shoes with a Welt 
extension sole. These feature the 12/8 heel. Unlined 
calfskins are another smart item with this house’ many 
made with discreet perforations as trims upon the vamp. 

The sudden flurry of rumors during the first day of the 
Fair that shoe rationing would soon be ended, was quickly 
squelched when it was learned officially from the WPB 
that the inventory position of the industry was such as to 
preclude an early end to rationing. In the rain, shoemen 


*were largely satisfied to learn this, for the wiser heads 


realize that even with the close of the war the economic 
status of leather will still be in an uncertain, if not pre- 
carious situation and the only way for equitable distribu- 
tion is to maintain governmental controls until such time 
as shoe hides are again abundant. 


Kocecdee 


SHOE manufacturers and retailers of upstate New York 


were charting individual courses, as November began, in 

conformity with their best judgment of the future for 

which a wealth of new. information gained at national 

— of shoe, leather and allied industries had lighted 
way. 


It had been evident or some time that these two condi- , 


tions could not be changed by any news or developments 
at the conventions: that there would not be enough leather 
to make all of the shoes that are wanted, or help enough 
to do it for a time even if supplies were ample. 

Inventory figures showing a decrease of approximately 
79,238,000 pairs of rationed shoes in stock since rationing 
began—and decreased production reported from many 
areas—were conditions which could not be changed by 
events likely to come before the war ends. 

But those who analyzed these figures did not count upon 
a measure of ingenuity which will certainly produce more 
shoes than many expect, even though it will not be enough 
to satisfy needs of the immediate future. 

Just before the war intervened, one upstate shoe and 
slipper manufacturer was all set to go with plastics—to 
produce shoes and slippers out of a new transparent mate- 
rial which would add another chapter of appeal beauty to 
the story of footwear. 

As shortages of leather supplies persist, this firm is again 
making plans to produce plastic footwear and others in the 
same region are studying and experimenting to make cer- 
tain that, as supplies of rationed shoes go down, there will 
be many, many more that will be eligible for the unrationed 
markets. 

When people have money with which to buy—as they do 
now and will have for quite a while to come—a way will 
be found to provide footwear. It may not all be leather; 
will not, of course. But it will be of materials that will be 
as new as tomorrow, with infinite variety and beauty which 
will appeal particularly to women. 

Inquiry among Rochester shoe manufacturers since the 
easing of style regulations shows that all of them will have 
open toes and open heels among their offerings for the 
coming Spring. There will be color, too, to offet the long 
reign of sombre colors which war brought. 

All factories are busy on more order than they are able 
to fill, working hopefully toward the coming of the time 
when “cease firing” orders will come to usher in a return 
of peace and carrying out on a large scale the plans which 
will be ajl ready for it. 

Some of the Rochester shoe retailers report that quotas 
of shoes have been cut and they are confronted with a real 
predicament regarding where to get anywhere near ade- 
quate supplies for customers. 

Downtown shoe stores are generally filled with buyers 
these days and retailers say that business is “good” in 
spite of troubles in buying merchandise. From one source 
or another they do have shoes for sale most of the time. 
Also they sell more accessories than normally. 

Some retailers are completely out of stocks of children’s 
shoes and all of these stocks are low in Rochester—center 
of children’s shoemaking plants. A few retailers themselves 
took to the road, searching for children’s shoes to pur- 
chase. 

There is an intimation of the eagerness with which 
children’s shoes are bought in the fact that a small plant 
making children’s shoes has sold three times its present 
capacity for the next five years to responsible buyers—and 
has contracts for them. Capacity will be increased as 
quickly as more materials and help are available. 

Local advertising programs of most of the Rochester shoe 
store are being continued on about the same basis as other 
years; they are keeping their names and merchandise be- 
fore the public, and keeping their programs flexible enough 
to continue in a bigger way after the war. 
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Increased Sales 
Postwar Problem 


[ CONTINUED FROM PAGE 61] 


“Doing all these will require a cali- 
bre of retail] study, analysis and plan- 
ning which we have never had in the 
past and do not have now. 

“Now what do I mean by planning 
to get more sales? I mean considering 
carefully the new goods, new lines and 
possible new departments which you 
can have. I mean analyzing your cus- 
tomers and your price lines and mer- 
chandise in relation to each other to 
make sure that you will have the right 
goods at the right prices for the cus- 
tomers to whom you should appeal. 


“I mean getting lined up with your | 
sources. arranging for adequate credit | 


lines, or capitalization if necessary, I 
mean building up mailing lists, study- 
ing carefully and if necessary planning 
to improve your advertising policies, 
making sure that you spend not too 
much, but enough, I mean studying 
your store itself to see what you can 
do to make it a better place from your 
customer’s standpoint—a well-located, 
modern, attractive, clean, well-lighted, 
well-arranged store. 

“Stores have run down during the 
war. There have been few new ones. 
Many advances in store construction, 
design and lighting will be available to 
you after the war. You should con- 
sider whether you should not relocate 


or rebuild your store, whether it has | 


been too small, whether it should not 


be relighted, redecorated, rearranged, | 
have a new front, a new entrance. You | 


should make sure that your fixtures do 
not prevent your customers from mov- 
ing about freely. You should arrange 
your departments so that customers 


have to move past the goods you want | 


to sell. You should group your related 
merchandise. You should make sure 
that your windows are selling windows 
—well-arranged, well-lighted, simple, 
frequently ‘ changed — not museum 
pieces that hark back to the days when 
shoe store windows looked like the in- 
side of a salesman’s sample case. 
“Finally, in planning for high-level 


sales, give real thought and work to | 


the matter of selecting and training 


your salespeople.” 





Footwear Firms Maintain 
Display Despite War Shortages 

One of the most interesting aspects 
of wartime footwear trading in Scot- 
land has been the high morale of cer- 
tain groups of footwear stores which, 
despite all the problems of war, have 
maintained their window displays at an 
extremely high level. Today these firms 
are using cut paper, hand painted 
boards, rustic wood and hand painted 
canvas to put over effective window 
displays. 

One most interesting recent display 
for children’s shoes deserves comment. 
An Indian wigwam, made of rough 
branches and gaily painted rough can- 
1944 


November 15, 








N. BREZNER & COMPANY, |! 


121 Beach Street, Boston 11, M ch 








Tonners of 
MILITARY & LEND-LEASE SIDE & KIP SIDES 
Army Cuff Sides in Smooth ond Elk 


Novy, Morine ond Corrected or Ful! 


Gorrison Linings Groin 


CHROME Sole Splits for Slippers and Play Shoes 





nc. 








vas stood on the left, while a river 
with actual gravel chips ran down the 
center of the window under a rustic 
wooden bridge made of scrap wood, 
while an artistic tree, of rough natural 
wood, climbed up the right hand side. 
The display, achieved at almost neg- 
ligible cost, was stopping the crowds. 

Natural wood properties have come 
to the fore and lend themselves to dis- 
play of men’s wear and women’s sports 
shoes. Sand and gravel have been used 
for beach scenes, while rough canvas, 
painted or in matural color has been 
used to face boxes or panels. Rough 
sawn-off tree branches also provide dis- 
play pegs for socks, etc., and have been 
incréasingly used in this war period. 


Buyers Take Course 
In Supervision 

CHARLOTTE, N. C.—A group of buyers 
and department managers of Efird’s 
Department Store here recently com- 
pleted a course in technique of super- 
vision covering 10 units of instruction. 

This course was sponsored by the 
State Board of Education and Depart- 
ment of Distributive Education, Raleigh, 
and was taught by W. G. Slattery. Mr. 
Slattery’s program of instruction cov- 
ered: how to induct an employee; how 
to conduct follow-up interviews; how 
to handle annoyances and ‘grievances, 
and build up employee self-esteem. 











































ARERR wish to thank our customers 
for their loyal support and cooperation. 

There have been many trying times during 

the last two years. We were compelled to 
restrict styles as well as quantities, and to eliminate 
—for war time—many items important to you, 

and to us, too. There were problems in converting 
to the use of GR-S (Government Rubber-Synthetic) 
—and the shortage of manpower seriously 


affected our production. Also, there have 


been the expanding requirements of the Hood Rubber Co 


A DIVISION OF 


Armed Forces for rubber and canvas te ee ee 


footwear to be met. PRET AS Sh 
FIRST IN RUBRER 


These are reasons why it has been physically 
impossible for us to supply you with all the 
merchandise you desired and needed. 

So, it has been most gratifying to us to have had 
your continued loyalty and understanding of 
our problems. We appreciate, too, the patience of _ 

those dealers to whom we would like to have sold 
merchandise but ‘could not under existing conditions. 
7 To you, our many customers and friends, 


we are deeply grateful. 
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counter together with gloves, bags and 
jewelry. 

When Bergdorf Goodman - changed 
their hosiery section from the store 
proper into the Delman Shoe Shop 
sales shot up immediately. While the 
department consists of but one short 
counter it has a personnel of six. One 
young woman spends all her time on 
the floor of the shoe shop serving 
women who wish to purchase shoes and 
stockings at the same time. This de- 
partment, located in an atmosphere of 
brocade armchairs, fresh flowers and 
costly footwear and serving New 
York’s most exclusive clientele, has 
done wonderfully well with rayon 
stockings. Rose Agule, the buyer, is en- 
thusiastic about the stockings that 
manufacturers are now producing and 
says that her customers gladly accept 
them. She does not even feel that the 
restrictions of types and colors are too 
great a handicap. “Women have be- 
come acucstomed to wearing the same 
kind of stocking day and evening on 
practically all occasions when in town,” 
she says. “We can even get along with 
two colors when necessary, one for the 
blond and the other for the woman with 
dark skin.” In this department sheer 
lisles and small-patterned meshes are 
always on display, illustrating, as re- 
marked earlier in this article, that there 
is less sales resistance to practical 
hosiery to go with practical shoes with 
smart women than with a less style- 


| sensitive clientele. 








Hosiery Notes 
From Fifth Avenue 


[CONTINUED FROM PAGE 54]. 


all. In some places where there are no 
Miller shoe agencies the hosiery is sold 
, independently. The demand for rayon 
hosiery is about the same in all locali- 
ties whére Miller shoe shops are loca- 
ted; and is met by the two sheer quali- 
ties in Miller Hosiery which retail at 
$1.08 and $1.15. The demands in 
novelties, such as ribbed stockings, 
Can’t Runs, anklets, etc., differ in dif- 
ferent localities and are provided for 


by merchandise purchased in the gen- 
eral. market. 
Shoe salesmen in the Miller shops 


"suggest the purchase of hosiery to 


every woman who buys shoes and per- 
sonally conduct her to the accessory 
counter. Most of the Miller hosiery 
customers came via the shoe depart- 
ment. Miller hosiery is now so well 
known that the firm does not feel it 
necessary, especially at the present mo- 
ment, to give it very prominent display 
though the store in 34th Street, New 
York, makes a point of always showing 
stockings in the window. Hosiery in 


Miller stores is carried at the accessory - 





Sylvia Goodwin, the accessory buyer 
for the Hanan Shoe Stores, also is very 
happy with rayon stockings and she 
assured us that her customers are in 
the same pleasant frame of mind. 
“Frankly,” she said, “I am not greatly 
concerned about the return of nylon. 
We have doubled our hosiery business 
since the beginning of the war. Of 
course, we were in an unusually advan- 
tageous position. Even before the 
withdrawal of nylon we have been 
working with a manufacturer special- 
izing in rayon stockings. When rayons 
became THE stocking he had already 
done his experimenting. We had stock- 
ings which did not bag or stretch and 
which gave satisfactory wear when 
other stores were still struggling with 
the problems presented by the new 
yarn. People found this out very 
quickly and we have been able to build 
up a splendid rayon business. I really 
think that this type of rayon (showing 
it) is as beautiful as silk and it wears 
just as well.” ; 

Miss Goodwin feels that a shoe store 
is definitely the place where a woman 
should buy her stockings. “Most of the 
customers of this department have 
come te us from the shoe section,” she 
said. “When one of the shoe salesmen 
brings us a new customer we do our 
very best for her. We feel that after 
that it is.up to us. If we give her the 
right kind of stockings to go with her 
shoes, the right type, the right foot 
size, the right length and color she will 
become a permanent customer of this 
department. When we sell a woman a 
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very sheer stocking we always tell her 
that it will not wear, but, alas, this is 
just as likely to prove a stimulant as 
a detriment te the sale. 

Miss Goodwin feels that it is in the 


matter of service that the hosiery | 


department located in a shoe store can 
do a particularly good job. Her force 
is trained in patience and painstaking 
salesmanship, The department carries 
few novelties but specializes in lovely 
rayons of plain knit. There is one par- 
ticularly appealing stocking that re- 
tails at 90 cents which goes out of the 
department as quickly as it comes in. 
“Look at it! Isn’t.it beautiful!” she 
asked. “But it isn’t 51 gauge!” she 
added, triumphantly. Like everyone 
else she has had lots of 5l-gauge 
troubles. “Large ladies of great avoir- 
dupois come in and will have nothing 





This is @ reproduction of a mat dis- 
tributed by |. Miller & Sons to stores 
which sell “Beautiful !. Miller Stockings.” 


else.” She has her answer all worked 
out ...a 5l-gauge stocking of coarse 
yarn which she brings out and shows 
together with her nice sheer stocking 
of lower gauge. Usually the customer 
is cured. 

That A. 8S. Beck does an. enormous 


hosiery business in connection with | 


their shoes is well-known.in the trade. 
While price is unquestionably a~ big 
factor in their sales, good display and 
trained service are also important ele- 
ments. The photograph shown here- 
with pictures the attractive accessory 
counter of their store at 46th Street 
and Fifth Avenue. Here hosiery, bags, 
gloves and smart shoe are. 
sold by a competent group of young 
salespeople. “I would rather not sell a 
woman,” said one of these, “than to 
give her the wrong stocking. We try 
to make permanent. customers... .. and 
do.” Asked whether their clientele un- 
derstands and asks for proportioned 
stockings, the young woman replied, 
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’*Do they!. We have had them come in 


here with a tape measure to be sure of 
getting the right length.” 

The stockings are kept in tiered com- 
partments behind the counter as shown 
in the illustration and the day this re- 
porter visited the shop the following 
types shown. on\a fix- 
ture: Sheer, 86 cents; 

Sheer a cents and in another quality 
69 cents; Pedi-Lace $1.29 and Sheer 
Lace Mesh at $1.04. The shop has a 
very interesting leather bound guest 
book which contains the names of many 
celebrities, including the famous Hilde- 
garde, Miriam Hopkins, Mrs. Douglas 


‘Semi - 





Fairbanks (Lady Ashley), Fannie 
Hurst and Olivia de Haviland. Names 
obtained through direct sales are fol- 
lowed up with promotional literature 
and the store has built up an impor- 
tant mail order business throughout 
the States and in foreign ene, in- 
Hosiery for the 
controlled by a New Yo pA oy ae ‘and is 
under the direction of Arthur Levitt. 
All goods are shipped from a central 
warehouse. after a.careful analysis of 
stocks and consideration of the re- 
quests and suggestions of local man- 
agers. 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Relations. Radio, newspaper, magazine, direct-by-mail and 
other efforts are all result-giving, but unless they are laid 
upon the foundation of a program of good personal rela- 
tions they will yield minimum and not maximum results. 

“What is a public? Eddie Cantor has one. Charlie 
McCarthy, another. Betty Grable, still another. Frank 
Sinatra, again a different one. And so forth. 

“The Gallup polls reveal that a public is not a single 
unit in its reactions, but is composed of any number of 
individuals whose reactions differ widely, whatever the 
question may be. 

“However, there is one proposition on which most in- 
dividuals in a community will usually agree. That is on 
the quality of treatment they receive in their dealings with 
a person or a retail store. 

“Many of us have been too busy to attend to this essence 
of a good Public Relations policy. We have been dealing 
in substitutes for so long that we have allowed them to 
replace the personal touches that put us over in the first 
place. We have become detached, systematic, scientific and 
impersonal. Our business wasn't built that way, it will not 
survive that way. If we keep it up, we will become the 
phantom of enterprise, a name that will become a memory 
and later not even that. 

“It is for that reason that I heartily endorse the human- 
izing concept of Public Relations which was suggested 
originally by a speaker on this program. Humanizing busi- 
ness is not an art which should be studied by retailers 
alone. It is an important factor in every phase of the shoe 
business from those who tan raw hides and make form- 
fitting lasts—to the shoe manufacturers of our nation who 
have the responsibility of producing millions of pairs of 
footwear, on through to the more than 100,000 shoe re- 
tailers and their salesmen who have the task of fitting foot- 
wear tothe feet of more than 130,000,000 consumers. 

“A good Public Relations program for the shoe industry 
is more than a one man task. It needs the concerted 
strength of thousands. Throw your own personal powers 
into this progressive movement. Key your own thinking to 
the tempo of those whom you have heard. The industry 
is On The Move. Let us all go forward together.” 





Retailers, Prepare Now! 


[CONTINUED FROM PAGE 67] 


that it would be fairly based upon the regular parcel post 

schedule of rules in proportion to the destination and 

weight of the merchandise. 

| .Seme might contend that delivery by the post office de- 
partment would eliminate the practice of sending mer- 

chandise C.O.D. on approval. It certainly would, but would 

that not increase retail efficiency? : 

Whether merchandise is delivered through private or 
public operated delivery facilities, customers should be 
charged for the delivery cost on returned merchandise, 
except where the store is at fault. That would induce cus- 
tomers to shop more carefully and salespeople to sel] more 
conscientiously, and would greatly reduce the present 
abnormally high cost of returtied merchandise. 

Next I shall discuss selling. Buying, advertising, occu- 
pancy and administration are only the intermediate steps 
that lead up to this ultimate function of retailing. Since 
inefficient selling is responsible for the greatest amount of 
customer dissatisfaction, only through greatly improving 
the technique of selling can retailing become truly efficient. 
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are occasionally difficult to get, blame the 
cheery bunch above. But don’t blame them— 
much! 


For they in their millions — and ail their 


the Service women—tbey are the people who 
are using up all your KIWI. Because KIWI 
is so good! 

So remember—when you find us temporarily 
out of. stock—that the boys in Europe are 
getting our supplies to keep up that smart 
parade shine and that in the meanwhile we're 
doing our very best for you. Just keep on 
asking for KIWI and when it’s “none today” 
—why, there'll surely be some tomorrow! 
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LYONS & COMPANY 
120 DUANE ST.. NEW YORK 7, WN. Y. 
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The ORIGINAL English STAIN Shoe Polish 
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Behind the leaves, behind the burlap, behind the gun . . . is a “sniper” . . . almost invisible 


at seven feet away. 


It takes better than average sight to distinguish him ...a pair of expertly trained eyes plus 
field glasses or a telescope or a long-range camera . . . if you don’t want to get into trouble. 
Similarly expert “insight” helps in sorting leather soles. 


Fig. 1 Fig. 2 
STRESS LINES, IN POLARIZED 
LIGHT, SHOW UNEVEN 
RESISTANCE TO INTERNAL WEAR 
Compare these twosets of pictures. 
It is evident that a sole with the 
fibre structure illustrated in. Fig..1, 


should never be mated with one 
like that illustrated in Fig. 2. Yet 


Fig. 3 Fig. 4 


that’s what often happens in 

Years of training in this one 
specialty of sorting-by-fibre give 
E-W sorters “insight” into the 
fibre structure, providing greater 
assurance of uniformity in flexi- 
bility, arch support, resistance to 
wear and strain — matched soles 
like those in Figs. 3 and 4. 


ENGLAND -WALTON DIVISION 


REMEMBER FIBRE-SORTING ... 
IN POST-WAR SELLING 


In the highly competitive post-war mar- 
ket, you may find that E-W FIBRE- 
SORTING is precisely that extra sales 
point you need! 


Boston, Camden, Peabody, New York, 

St. Louis, Columbus, jlwaukee, Los 
les, Francisco, Ashland, Ky., 
ewport, Tenn., Hazelwood, N. C. 
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Early Registration for MASRA Meeting 





Reservations Coming In from Many Exhibitors—Business Meeting, 
Symposiums on Shoe Problems and Open Forums to be 
Featured Events at January Convention in Philadelphia 


PITTSBURGH, PA.—Plans are advanc- 
ing rapidly for the coming 1945 shoe 
show and 31st annual meeting of the 
Middle Atlantic Shoe Retailers’ As- 
sociation, to be held at the Hotel Phila- 
delphian, Philadelphia, Jan. 14, 15 and 
16. Among the features planned for 
the event are a well-rounded business 
meeting, symposiums on the shoe prob- 
lems of the present day and open 
forums covering buying and selling. 
The gathering will afford an oppor- 
tunity to those shoe travelers to meet 
their customers personally at a time 
when traveling is difficult and out-of- 
the-way towns are not easy to visit on 
a regular business trip. 

The association expects to attract 
many shoe retailers from Pennsylvania, 
New Jersey, Maryland, Delaware, Vir- 
ginia, West Virginia and the District 
of Columbia. 

A number of firms have already 
registered for display space, promising 
an extensive number of exhibiting 
houses. Cal Mensch, secretary of the 
association, pointed out the interesting 
fact recently that a considerable num- 
ber of shoe houses had reserved dis- 
play rooms in advance of the mailing 
of any applications for this purpose. 
Display rooms will be conveniently lo- 
cated for all exhibitors and visitors, it 
was announced by Mose Leibowitz, of 
York, Pa., president of the association. 
At the luncheon meeting, he explained, 
an outstanding shoe man—whose name 
is not yet available—will. discuss a 
number of phases of shoe manufactur- 
ing and retailing. The new promotion 


plan of the association will also be 
described at this meeting. 

Mose Leibowitz is chairman of the 
convention management committee. 
Members of the committee are as fol- 
lows: 

Representing the wholesalers: Jerome 
Lutzky, Philadelphia, Pa., chairman; 
Dave Hunn, Philadelphia, Pa.; Morris 
Freedman, Philadelphia, Pa.; Elkan 
Ries, Baltimore, Md.; M. J. Saks, New 
York; Jack Sandler, Boston, Mass. 

Representing the travelers: I. Frank 
Oberfield, Philadelphia, Pa., chairman; 
Paul S. Lippincott, Jr., Philadelphia, 
Pa.; E. M. Scattergood, Philadelphia, 
Pa. 

Representing the retailers: Robert 
Hemhauser, Irvington, N. J., chair- 
man; Roy Walter, Wilkes-Barre, Pa.; 
William Morgan, Pittsburgh, Pa.; John 
A. Storch, Newark, N. J.; Carl C. 
Raring, Pottsville, Pa.; Paul Friedberg, 
Baltimore, Md.; H. C. Newswanger, 
York, Pa. 

Finance Committee: J. H. Geiger, 
Richmond, Va., chairman; John D. 
Dunn, Hagerstown, Md.; Ed Reineberg, 
York, Pa. 

Exhibitors Committee: Harvey L. 
Farr, Allentown, Pa., chairman; Ben 
W. Shaub, Lancaster, Pa.; Harry 
Hahn, Washington, D. C.; Maurice 
Bernstein, Baltimore, Md.; George N. 
Geuting, Philadelphia, Pa. 

Application for display and sleeping 
rooms may be made by writing Middle 
Atlantic Shoe Retailers’ Association, 
1429 Sheffield Street, Pittsburgh 12, Pa. 





Boston Club Holds First 
Meeting of Season 


Boston, Mass.—“The opening meet- 
ing of the 56th season of the Boston 
Boot and Shoe Club is to be held Nov. 
15 in Boston’s Hotel Statler,” according 
te Francis C. Donovan, prominent Bos- 
ton leather merchant, and president of 
the club. Guest speaker is Dr. Gerald 
Wendt, noted scientist and science ad- 
viser to Life, Time and Fortune maga- 
tines, who will speak on “Wartime 
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Science and Post-War Living.” 

“Membership in this club now totals 
200,” said Mr. Donovan. “It is fully 
expected that this year will see the 
membership rolls reach the limit of 250 
provided in the by-laws.” 

Another feature of this meeting will 
be the presentation of an entirely re- 
vised and modernized code of by-laws, 
prepared by a special committee under 
the chairmanship of Eugene L. Wyman, 
of the U. S. Leather Corporation of 
Massachusetts. 





August Shoe Production 
Up 29.5 Per Cent 


PRODUCTION OF BOOTS, SHOES, AND 
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WASHINGTON, D. C.—Production of 
boots, shoes and slippers other than 
rubber for August amounted to 41,- 
132,985 pairs, according to a monthly 
release by the Department of Com- 
merce, Bureau of the Census. This 
figure represents an increase of 29.5 
per cent over production in July and 
of 8.1 per cent over that of August 
1948. Total for the months January 
through August was 307,519,608 pairs, 
1.9 per cent lower, however, than that 
for the comparable period the previous 
year. 

Production of shoes for the govern- 
ment totaled 4,683,317 pairs (includ- 
ing dress and work types for men and 
women’s shoes). This figure repre- 
sented an increase over the amount 
produced in this classification both in 
July of this year and August of last 
year. Total for the eight-month period, 
January through August, came to 31,- 
695,760, a decrease of 2.1 per cent from 
production in the same period a year 
ago. 

Men’s shoe output, including dress 
and work types, totaled 5,352,912 pairs, 
an increase over that for July of this 
year, but a substantial decrease from 
that for August, 1948. Total for the 
eight-month period since the first of 
the year was 44,889,166 pairs, 22.8 per 
cent below the figure for the same 
period last year. 

Production of youths’ and boys’ shoes 
amounted to 1,256,811 pairs in August, 

[TURN TO PAGE 117, PLEASE] 
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Business Volume 5 Per Cent Over Year Ago 





Lefalte Map of Business Conditions. 





This map, showing business conditions all over the country for November, 1944, was 
supplied by Business Bulletin Division, La Salle Extension University, Chicago, Ill. 


Cuicaco, Int.—The total volume of 
business transactions, which includes 
sales, production and financing, re- 
mains quite a little above last year, 
according to a monthly study by Busi- 
ness Bulletin Division of La Salle Ex- 
tension University, here. The spread 
between the two years is gradually be- 
coming narrower and before long will 
probably be wiped out. Very likely the 
peak in total business activity have 
been passed in recent months just as 
the peak in industrial production was 
reached almost a year ago. 

Although business volume is not ris- 
ing as it had previously been for more 
than four years, it is holding quite 
steady very close to the highest levels. 
Quite as significant as the trends in 
the general average are variations 
among different industries and in differ- 
ent sections of the country. These 
variations can be expected to increase 
and become even more prominent as 
the shift is gradually made back to 
peacetime production. 

The most striking changes in the 
La Salle Map this month are those 
along both coasts and, to a lesser ex- 
tent, along the Gulf. For several 
years business in these regions has 
usually been increasing at a somewhat 
faster rate than the national average. 
Now they are changing about the same 
as that average and along the Atlantic 
coast have been lagging slightly be- 
hind. These changes do not mean any 
marked reduction but reflect more 
definitely the very high rates of busi- 
ness activity in those places a year 
ago. 

In the New England states, both 
trade and production have been fall- 
ing off, even though activity is still 
high in most of the seaport cities. 
Large shipments of goods and military 
supplies abroad account for much of 
this activity. In some of the inland 
cities business is several per cents be- 


low last year and some further read- 
justments may be required. The slow- 
ing down in the textile industry, as 
well as in several closely related lines, 
is partly responsible for this lowered 
rate of activity. 

Business activity in and around New 
York City is the major exception to 
the general hesistancy along the coast. 
In that region the volume of business 
is considerably above the national 
average and indications point toward 
continued high rates. Vast quantities 
of goods are going through the port 
and the handling of these stimulates 
activity in many lines. 

In most of the industrial regions 
around the Great Lakes business is 
operating at high speed and consider- 
ably above last year. These conditions 
prevail on the Canadian side as well 
as to the south. Greatest gains over 
a year ago are reported in Chicago, 
Detroit, and Cleveland areas. In terri- 
tory around the steel mills, business 
is about the same as it was last year. 

In the agricultural regions of the 
Middle West conditions have been some- 
what spotty. Crops are excellent and 
in many places close to the largest 
ever produced, Farm prices have held 
up fairly well, although those of sev- 
eral important crops have declined. 
Uncertainty as to future price trends 
has been a disturbing influence and it 
is likely to be an adverse factor in 
the future. Farm income is holding 
steady at about the peak and is quite 
a little higher than in recent months. 

Other areas of excellent business 
conditions are in Texas and in the 
northern part of the country. A num- 
ber of factors account for the good 
showing in these regions, including 
enormous oil production in the south- 
ern part and good wheat crops in the 
northern section, including the Prairie 
Provinces of Canada. 





Hold First Dinner- 


Meeting of Season 


New YorkK—The first dinner meet- 
ing of the season was held by the Shoe 
Club in the Grand Ballroom of the 
Hotel McAlpin, here, recently. This 
was the first meeting at which the new 
president, Everit B. Terhune of Boor 
AND SHOE RECORDER, officiated. 

A large number of guests and mem- 
bers of the club attended the function. 
Featured speaker was Geoffrey Smith 
of the British Production Ministry, 
who told of life in England during the 
rocket bomb blitz. Other speakers were 
Al Spring and W. W. W. Stephenson. 
Ben Schwartz acted as toastmaster. 

A program of entertainment and 
dancing followed the dinner. 





Central States Group 
Resumes Showings 


CuicaGo, Int. — For the first time 
since 1921 the Central States Shoe 
Travelers’ Association held a show re- 
cently. With headquarters at the 
Philips and Muhlbach Hotels in Kansas 
City, there were 60 lines displayed. 
There was highly satisfactory buyer 
attendance, which encouraged this 
group to plan regular seasonal show- 
ings. 


Northwestern Show Draws 
Good Attendance 


Cuicaco, Itt. — The Northwestern 
Shoe Travelers’ Association held a shoe 
fair at the St. Paul Hotel, in St. Paul, 
Minn., recently. With more than 100 
lines displayed, the members found this 
to be one of the best shows they have 
sponsored in many years, with repre- 
sentation among buyers from all the 
Northwestern states. 


CPSLA Elects Directors 


HAGERSTOWN, Mp.—Directors of the 
Central Pennsylvania Shoe and Leather 
Association for the coming year, elected 
recently, are as follows: 

W. L. Altenderfer, Herman Badorf, 
L. E. Beaudin, Ray Bender, A. A. Bur- 
nett, T. F. Carfagno, Charles H. Coul- 
son, O. W. Dellinger, Grant D. Ger- 
berich, S. Milo Herr, L. V. Hershey, 
Galen B. Horner, L. W. Keith, T. E. 
Kirkbride, W. E. Kreider, H. E. Snay- 
berger, E. L. Stephens, R. L. Stiles. 

Membership of this organization now 
numbers 385. Despite adverse wartime 
conditions, the turn-out at the Mid- 
Winter banquet and the recent golf 
tournament were most encouraging. 








Named Assistant Buyer 


BALTIMORE, Mp.—Miss Anne Crocken 
has been named assistant buyer in the 
shoe department of Hecht’s Department 
Store, here. Harry Siegel is buyer of 
the department. Miss Crocken was 
formerly secretary to Sidney Goldstein, 
merchandise manager of the store. 
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NSTA Officers Re-elected 
At Annual Meeting 


CHIcAGo, ILL.—The yearly conven- 
tion of the National Shoe Travelers’ 
Association was held in the Embassy 
Room of the Morrison Hotel prior to 
the opening of the National Shoe Fair. 
This marked the 34th such meeting 
since the association was founded. The 
election of officers resulted in the re- 
appointment of the same men who have 
guided the policies of the association 
during the past year: J: C. Simmons, 
president; H. S. Marple, vice-president, 
and Norman N. Souther, secretary- 
treasurer, the latter now holding this 
office for the third successive year. 

The association now has 15 affiliated 
associations throughout the nation. 
Since last year the Michigan Shoe Club, 
with headquarters in Detroit, has 
joined the group. 

The national association plans to 
issue regular bulletins, to be sent by 
mail to the membership, in which will 
be discussed various timely problems 
before shoe men, thereby giving the 
members a resume of the combined 
thinking of men in different parts of 
the country. 

Among the resolutions adopted at 
this meeting was one to be sent to the 
Gasoline Division of the OPA asking 
that serious consideration be given to 
association requests that shoe travelers 
be given more generous allotments of 
gas. It is pointed out that many towns 
visited by shoe travelers are not easily 
accessible by train, particularly in con- 
junction with the route the salesman 
may need fo travel. Since railroads 
are working under heavy wartime 
schedules, the association believes that 
automobile travel for purposes of com- 
merce is well justified. 





Crawford on Ohio 
Merchants’ Council 


Lima, O.—J. Ken Crawford, owner 
of Crawford Shoe Co., here, was re- 
cently elected a trustee of the Ohio 
State Council of Retail Merchants. The 
annual meeting was held in Cincin- 
nati. 

Mr. Crawford, who has been a di- 
rector of the Ohio Shoe Dealers’ Asso- 
ciation for the past eight years, will 
represent the association on the board 
of the council. He is also a past treas- 
urer of the Lima Better Business Bu- 
reau; he is now a member of the board 
of governors and the executive commit- 
tee of that organization. 





Cartwright Heads Goodyear 
Sales Promotion Department 


AKRON, OHI0—Appointment of Galen 
G. Cartwright as manager of the Sales 
Promotion Department of The Good- 
year Tire & Rubber Co., was an- 


hounced recently. Mr. Cartwright, who 
had been assistant manager of the 
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‘Bellaire 


THE FOOT STIMULATING SHOE 


FEATURES THAT “CLICK” 


We're not clairvoyant . . 


- but we know that 


Bellaire dealers will enjoy top volume sales in 
the better days ahead. We know this because in 
addition to Bellaire’s inbuilt quality, fine styling, 


and good fitting lasts, there are three proven 
Bellaire features that “click” with America’s 


PORTLAND 


comfort-seeking 


The illustration 
graphically de- 
scribes Bellaires 
REPEAT SALES 


BELLAIRE SHOE COMPANY \ 


MAINE 








company’s advertising department for 
the past three years, has been a mem- 
ber of the Goodyear organization since 
April, 1929. At that time he was placed 
in charge of the media and copy section 
of the company’s advertising depart- 
ment for mechanical rubber goods, shoe 
products and rubber flooring divisions. 
Mr. Cartwright assumed his new 
duties the beginning of November. 





Opens Fourth Store 


Gary, INpD.—Ben Kostel has opened 
his fourth store, here, with Harry T. 
Kruss as manager. Mr. Kostel has an- 
other store on the South Side of Gary; 


he operates also the Main Bootery in 
East Chicago and Kostel’s Big Shoe 
Store in Indiana Harbor. He is plan- 
ning, in addition, a post-war expansion 
program. 


Factory Takes Larger Space 


Los ANGELES, CALIF.— The Pacific 
Coast Shoe Co. has moved to larger 
quarters and now is at 768-770 S. Los 
Angeles Street. According to the firm’s 
president, Jack Orlikoff, some dress 
shoes for men, women and children will 
be stocked, but the major effort is being 
made on play and casuals for all mem- 
bers of the family. 








As the Twig is Bent... 


Most foot trouble, according to the American Acad- 
emy of Orthopedic Surgeons, has its beginning in 
infancy and early childhood . .. is largely caused bv © 
outgrown shoes and shoes fitted too large. 


To provide as many American children as possible 
with one pair of a size when a size change is needed, 
and to simplify dealers stocks for accurate fitting, 
Baby Deer Shoes and Trimfoot Pre-School Shoes 
with fit retaining “Cuddle-Back” heel construction 
are confined to a “one best” type for each stage of 
foot development from birth to age five. 


Let’s concentrate on fit, not fuss ...sizes, not patterns 
---80 that tomorrow’s citizens can enjoy the blessing 


of sound, healthy feet. 


TRIMFOOT COMPANY « FARMINGTON, MO. 


BABY DEER SHOES AND 
PTRIMFOOT PRE-SCHOOL SHOES 














Shoe Men Visit 
West Coast Market 


Los ANGELES, CALIF.— Shoe buyers 
flock to the Los Angeles market, as evi- 
denced by the following who recently 
paid a visit to the sample rooms of 
the Vogue Shoe Co. in the Haas Bldg. 
in one single day. Sales manager Sam 
Niederberg, previous to the Chicago 
shoe show, took orders from these im- 
portant Eastern shoe buyers: Jack 
Cohn, Morehouse Martens, Columbus, 
Ohio; Mike Harris, Rich’s, Atlanta, 
Ga.; Harry Hanson, The Golden Rule, 
St. Paul, Minn.; Guy Dixon, The J. L. 
Hudson Co., Detroit, Mich.; Had Ken- 


dall, Boston Store, Milwaukee, Wis.; 
O. S. Kitchen, Joseph Horn Co., Pitts- 
burgh, Pa.; Ed Blokquist, Rike-Kumler, 
Dayton, Ohio; Robert Nolan, Allied 
Stores Co., New York; Steve Ry- 
barsyk, Herpolsheimer, Grand Rapids, 
Mich. 


Open Western Office 


Los ANGELES, CALIF.—Sbicca of Cali- 
fornia has opened a most attractive 
sales office in Room 803, Haas Build- 
ing, with Edward W. Schnetke in 
charge of sales for the Western part of 
the country. 





Philadelphia Guild 
Re-elects Officers 


PHILADELPHIA, Pa.—aAll officers of 
the Philadelphia Shoe Merchants Guild 
were re-elected at the Guild’s 45th meet- 
ing held in the Coral Room of the 
Adelphia Hotel recently. Unanimous 
approval was given to the recommenda- 
tion for re-election made by M. Harper, 
chairman of the nominating committee, 
and committee members, Murray Rolfe 
and L. C. Claflin. 

T. Dun Belfield, of Steigerwalt’s, re- 
mains the first and only president of 
the Guild since it was started approxi- 
mately ten years ago. The Guild was 
incorporated in 1937 for the purpose of 
promoting better relationships among 
retailers of high grade shoes in Phila- 
delphia. It has been influential in im- 
proving the ethics of advertising for 
shoe sales, also. Since war conditions 
have influenced business regulations, 
Guild members have devoted much of 
their efforts to cooperating with local 
government agencies in advising and 
fulfilling their programs. 

A. H. Geuting, president of Geuting’s, 
continues as vice-president of the Guild, 
and F, R. Lockhart as secretary and 
treasurer. 

The re-elected board of directors is 
composed of J. Goldman, the Blum 
Store; J. West, Dewees; S. C. Berger, 
Dr. Locke Shoe Co.; M. Harper, Walk- 
Over Shoe Store; L. C. Claflin, Claf- 
lin’s; and Milton Dalsimer, S. Dalsimer 
& Sons. 


Psychologist Addresses 
Nunn-Bush Conference 


MILWAUKEE, Wis. — J. Archer Kiss, 
noted sales psychologist and expert on 
human relations in business addressed 
the annual sales conference of the 
Nunn-Bush sales personnel on “En- 
thusiasm as a Post-War Selling Punch,” 
at the Schroeder Hotel, Milwaukee, re- 
cently. 

“Don’t kid yourself,” declared Mr. 
Kiss, “about ready-made post-war mar- 
kets. You'll have plenty of competi- 
tion and the fact that you will be sell- 
ing a new model won’t take the place 
of solid sales strategy. 

“If you think merchandise will be 
changed, I-can assure you that human 
beings will likewise be different—and 
that is a factor deserving your best at- 
tention.” 

Mr. Kiss, who is the author of “It’s 
All in Your Mind” and who is listed 
in “Who’s Who in America,” is giving 
manufacturers and sales groups a new 
slant on psychology in salesmanship. 





Add Cuboid Departments 


SANTA ANA, CALIF.—Latest of the 
retail shoe stores to join the Cuboid 
parade by having Cuboid departments 
are The Head Shoe Co., Wichita, Kans., 
and Hofheimer’s, Portsmouth, Va. 
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Customers who want novelty shoes a: iate 
the added comfort of a sponge rubber plat- 
form or insole! Give them what they want! 


was 
sone | NOW...fabrics and fibres 
hila- 
im | Can he bonded permanently 
tions F to sheet Sponge Rubber! 
Pe You can build more comfort, 
eS style, salability into shoes, and 
speed up manufacturing operations 
ne’s, with a Sponge Rubber platform or 


uild insole to which fabric or fibre is 
and | perfectly bonded! No cement or 
other adhesive is used — the two ele- 
rs is ments are bonded together by a spe- 
slum cial process, 
ger, Standard materials may be used 
or you can employ any colorful fab- 
ric available to produce a high-style 
shoe or slipper. 


Shoes sell faster because they look 
better and they’re more comfortable 
to try on. The customer doesn’t see 
the cushioning — but she'll feel it 
Ciss, and BUY! 


t on 


the 
‘En- 
ch,” 
-re- You supply the fabric or fibre — we bond 
it to the sheet sponge rubber! Available 

in various riche eae a and densities — in 





= continuous sheets or short sections. 
eti- Shoe manufacturer: WRITE OR WIRE FOR 

" SAMPLES AND PRICES NOW. Retailers: 
3eli~ look for this modern material in the 
lace shoes you buy. 
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“| Rubber 


It’s 


“| Products 


ing 


1ew 

“| Company 
111 Derby Place 
SHELTON, CONN. 


the World's Largest Manufacturer of Cellular 

oid Rubber Products 

nts Now making prompt deliveries. Molded, 

ns, non-toxic stainless inserts, standard and 
custom-made. Sheet rubber for 

insoles, linings, heel pads, backing. 
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Chemical Industries 
Honor Bradley Dewey 


New York. — In recégnition of his 
distinguished service as Rubber Direc- 
tor in Washington during most of the 
critical period when the synthetic rub- 






BRADLEY DEWEY 


ber program was being developed and 
brought to completion, Bradley Dewey, 
president of the Dewey and Almy 
Chemical Company, of Cambridge, 
Mass., has been honored by the Ameri- 
can Section of the Society of Chemical 
Industries, which has awarded him its 
Chemical Industries Medal. 

Formal presentation of the medal 
was made at the Hotel Roosevelt, in 
New York, November 10. In accepting 
it Mr. Dewey said, among other things: 

“With American boys fighting and 
dying on the battlefronts of the world, 
it is unthinkable that we should com- 
pare any sacrifice made on the home 
front with their sacrifices in the jungles, 
on the oceans and in the deserts. 

“But this does not mean that we 
should overlook that American business 
has been eager to do its best. Big busi- 
ness has sent its laboratories and engi- 
neers to war. They pooled their patents 
and their informatioh that we and our 
allies might fight. In many cases proc- 
esses and procedures were disclosed so 
that promising plans for future compe- 
tition had to be abandoned. Once re- 
leased, secrets could not be called back. 

“As everyone knows, patents were 
made available to competitors, often 
royalty free, for the duration and at 
nominal royalties thereafter. Many big 
companies have built up competitive ca- 
pacity which in years to come will 
surely haunt them: They have made 
it possible for enterprising smal! busi- 
nesses to become large and to compete 
with them. They are operating govern- 
ment plants at purely nominal fees. 

“American business has geared itself 
tightly to this war. What the country 
has required, business has given.” 
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Dwight L. Gilmore 
MANAGER 


HEALTH SPOT SHOE SHOP 
536 HARRISON STREET 
FLINT, MICHIGAN 


Recognizing an outstanding 
opportunity and then mak- 
ing the most of it accounts 
in great measure for the 
well-earned success which 
Mr. Gilmore enjoys today. 


His tw ve years’ expe- 
rience in the retail shoe busi- 
ness, plus a natural 

to build customer 

and loyalty, enable him to 
derive the full benefit of the 
profit-sharing plan under 
which Hea Spot Shoe 
Shops operate. 


The profit-sharing plan not 
only challenges a man to do 
his best, but rewards him 
most fairly. 


The increased earnings of 
Health Spot Shoe Shop 
operators in all parts of the 
country proves the merit of 
this plan. 


MEN WANTED 


Opportunities are always 
open for men of experience 
and ability who are ambi- 
tious to better their income 
and enjoy a real success. 
Send for an application 


blank today! . 


Health cjpot Shee Company 
® 


1240 W. tawrence Ave., Chicago 40, Ill. 


HEALTH SPOT SHOES FOR MEN, 
WOMEN AND CHILDREN 
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actors, were co-starred. Queen Quality 
advertising was in unique presenta- 
tions at the beginning and end. 

The company is making early use of 
television in order to explore the pos- 
sibilities of this new advertising 


| medium for future promotion. 





NESLA Post-War Planning 


| Committee Meets 


Boston, Mass.—“‘At a meeting of 
the Post-War Planning Committee of 


| the New England Shoe and Leather 


| governmental controls 


Association, the committee reiterated 
its previously adopted policy that -price 
control on hides, leathers and shoes 
must be maintained long after other 
on production 
are removed, and even after the cessa- 
tion of the war, until that time in the 
future when hide and leather supplies 
increase to substantiallly the levels ex- 
isting in the normal pre-war period, so 
that the law of supply and demand can 
operate to control prices in a free mar- 
ket,” stated Maxwell Field, association 
secretary and chairman of this meet- 
ing held recently. “The ‘committee 
favored gradual releases of both pro- 


| duction, allocation and price controls 


of hides, leather and shoes as changed 
conditions may permit. The committee 
concluded after lengthy discussion that 
further discussion and analysis by in- 
dustry representatives and government 
Officials was necessary before any as- 
sociation or trade recommendation 
could be made on the vital question as 


| to the maintenance of controls on in- 
' ternational hide and skin controls of 
| prices and supplies,” Mr. Field said. 


Present at this meeting were: Rob- 


| ert C. Erb, J. F. McElwain Co., Nashua, 


N. H.; William F. Hickey, John R. 
Evans & Co., Inc., Boston; Edward C. 
Lincoln, Edwin Clapp & Son, Inc., East 
Weymouth, Mass.; Charles H. Jones, 
Commonwealth Shoe & Leather Co., 
Whitman, Mass. 





| Changes in International 





Named Vice-President 
Of Maine Firm 


Otp Town, Me.—Louis S. Faerber 
has been appointed vice-president of 
Moose River Shoe Company, here, 
manufacturers of moccasins and moc- 
casin house slippers. Mr. Faerber has 
represented the firm in the East and 
Mid-West territories for the past 12 
years. In his new position, he will be 
director of the sales organization as 
well as of promotions and styling. In 
addition, he will continue to cover his 
old territory. 

The company maintains a New York 
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office which is headed by Mr. Faerber. 


Queen Quality Uses 
Television Program 


New YorK — Queen Quality shoes 
were advertised by television for the 
first time over Station WABD here, re- 
cently. The show was telecast to studio 
audiences and to several thousand New 
York homes where television sets are 
now in use. 

The program included a drama 
adapted from a story in Woman’s Home 
Companion. Michael Whalen and 
Claudia Morgan, well-known television 


Branches 


St. Louis, Mo. — A. B. Fletcher, 
vice-president and director of Interna- 
tional Shoe Co., who has made his 
headquarters at the company’s New 
York offices, 225 West 34th Street, 
since 1941, will return to St. Louis 
headquarters within the next month. 
While in New York Mr. Fletcher de- 
voted his attention to the affairs of the 
Centinental branch. Under the new 
arrangement he will be in charge of 
the company’s specialty branches. 

J. H. Gimlett, who has been in charge 
of the Hy-Test division of Interna- 
tional, has been appointed manager of 
Continental with headquarters at New 
York. 

Mr. Gimlett is succeeded by N. C. 
Whitsett in the post of manager of 
the Hy-Test branch. Mr. Whitsett was 
formerly with the Friedman Shelby 
branch. 
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Bakelite Appoints Price 
Division Manager 

New York. — Bakelite Corporation 
has announced the appointment of J. 


Roy Price as Division Manager of 
Vinylite plastics film and sheeting for 





J. ROY PRICE 


consumer goods, These vinyl resin 
products are used in the manufacture 
of shoe soles and uppers, shower cur- 
tains, raincoats, umbrellas, handbags, 
and hundreds of similar household 
items, and wearing apparel. Mr. Price 
has been active in the research, devel- 
opment and sale of Vinylite plastics 
since 1927. 

Upon graduation from West Virginia 
Wesleyan University, Mr. Price was en- 
gaged in research and development 
work on Vinylite plastics for Carbide 
and Carbon Chemicals Corporation. 
When the Pastics Division of that com- 
pany was “formed in 1936, he was as- 
signed to technical sales with this new 
division. His present position becomes 
effective with the recently announced 
organization of the Plastics Group of 
Union Carbide and Carbon Corpora- 


tion, under the corporate title of Bake- | 


lite Corporation. 


Thirty Years with 
Footwear Agency 


New YorkK.—Irwin M. Berner, vice- 
president of The Shoe & Leather Mer- 
cantile Agency, Inc., here, is observing 
his thirtieth year of service with this 
agency this month. Mr. Berner started 
with the organization in Chicago as a 
young man in his late teens. His only 
absence from the agency was during 
the last war when he was in service, 
and for a few months in 1940. 





Schmidt Again Heads 
Michigan Shoe Dealers 


Detroit, MicH.—The Michigan Re- 
tail Shoe Dealers’ Association increased 
its board of directors from sixteen to 
eighteen members and added new posts 
of first and second vice-presidents in 
addition to executive vice-president at 
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SHOES 


SINCE 1880 


For over sixty years the Thompson Name has 
been recognized throughout the Retail shoe field 
as a signature of dependability in its merchant re- 
lation policies, and manufacture of fine quality 


shoes for Men. 


Thompson Trademarks have always been iden- 
tified as symbols of famous lines of shoes offering 
outstanding values and merchandising opportuni- 
ties in the Style, Feature and Corrective Shoe 


fields. 


The Thompson Name and Trademarks repre- 
sent both a sound co-operative business policy and 
proven sales making merchandise upon which you 
may build a successful retail shoe merchandising 
program in the post-war period. 


Famous makers of Orthopedic Shoes of all types 
HOMPSON BROS. SHOE 


FINE SHOEMAKERS 
—— BROCKTON 


CAMPELLO, 





MASS. 





its meeting at the Michigan Shoe Fair 
recently. Richard J. Schmidt, Hills- 
dale, was re-elected president; Nathan 
Hack, Detroit, executive vice-president; 
C. Guy Dixon, Detroit, first vice-presi- 
dent; Howard Preston, Battle Creek, 
second vice-president; Clyde K. Taylor, 
Detroit, secretary-treasurer. 

Directors elected for a three-year 
term were: Frank McElroy, Port 
Huron; C. Guy Dixon, J. L. Hudson 
Co., Detroit; A. G. Pond, Jackson; 
Ralph Meanwell, Ann Arbor; Homer 


Shepard, Lansing; Harry D. Granville, 
Saginaw. Those elected for a term of 
two years were: Howard Preston; Fred 
Murray, Cl&rlotte; M. A. Harryman, 





Lansing; Robert P. Buckley, Bad Axe; 
R. V. Todd, Pontiac; W. J. Gladstone, 
Grand Rapids. 

One-year terms as director were 
given to: Nathan Hack; Herbert Burr, 
Birmingham; Edwin Yeager, Monroe; 
Steven J. Jay, R. H. Fyfe & Co., De- 
troit; C. E. Masters, Alpena; E. T. 
Nunneley, Mt. Clemens. Mr. Glad- 
stone and Mr. Shepard are new board 
members; the others were re-elected. 

A system of quarterly regional shoe 
trade meetings was adopted, to be held 
in major cities of the state outside of 
Detroit. The first, tentatively sched- 
uled for February, is to be held in 
Lansing. 
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CHRISTMAS GIFT PROFITS 
for Men’s Shoe Departments 


Feature PIERCE Chrismas-Gift-Packaged FIT-ALL Shoe Trees — Each 
pair instantly adjustable for a wide range of sizes and widths — Un- 


necessary for giver to know the size! 


Wire orders immediately to insure delivery 


C. S. PIERCE COMPANY. Brockton 62, Massachusetts 
Specialties for THE ENTIRE SHOE INDUSTRY since 1872 








New Line Shown 
At Sales Meeting 


CowaAN, TENN.—The annual sales 
meeting of the Sewanee Shoe Company, 
a unit of General Shoe Corporation, 
was held in the plant offices here, re- 
cently, when the new lines for Spring 
were presented by R. J. McGinty, sales 
manager. 

The line consists of high style 
sandalized patterns in dress types, 
along with a complete line of rationed 
and non-rationed play shoes in all the 
popular materials and authentic colors 
in fabrics and leathers. 
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Fred Thomas, general manager of 
Sewanee, gave his opinion on general 
business prospects for spring, touching 
particularly on the material supply 
situation. A banquet in honor of the 
salesmen was given at Tuckaway Inn 
in the mountain resort of Sewanee. 
Speakers were C. W. Butler, who has 
charge of all the women’s divisions of 
General Shoe, and by Matt Wigginton, 
assistant to Mr. Butler. 

The salesmen attending were: J. M. 
Bibb, R. C. Bloxton, V. Y. Dickey, W. 
R. Follansbee, F. H. Greenwald, C. V. 
Hammond, H. E. MeDongld, Sidney 
Meyer, Ray C. Randall, E. W. Smith, 


C. E. Stouffer, N. R. Thompson, 8S. M. 
Thompson, Gene Wedbush and E. B. 
Woodward. 


Change Firm Name 


Los ANGELES, CALIF.—The name of 
the Comfort Shoe Manufacturing Co. 
has been changed, according to pro- 
prietor Siegfried Meer, to Meer of 
California Shoe Manufacturing Co. 
This newly started concern is located 
at 212 8. Spring St. and is specializing 
in high grade leather rationed play 
shoes. Mr. Meer for 22 years was 
owner of a shoe factory in Vienna 
and was official shoe expert at the 
court in Austria. After the invasion 
by Hitler, he went to Shanghai, China, 
with his family and then -to this 
country. 


Shoe Store Manager Married 


OsHxkOsH, Wis.—Miss Elayne Gloria 
Rothenbach, manager of Rothenbach 
Shoe Store in Waupun, Wis., was mar- 
ried recently to Wallace I. Salzman. 
Miss Rothenbach was given in marriage 
by Barney Coen of Chicago, Ill., who 
sells Irving Drew shoes in this terri- 
tory. The groom at present is attend- 
ing a business course in Milwaukee. 





Atkins to Manage 
Winthrop Branch 


St. Louis, Mo.—Paul H. Atkins, ad- 
vertising manager of the specialty 
branches of International Shoe Co., 
recently was appointed manager of the 
Winthrop Shoe Co. He succeeds M. R. 
Shaffer who recently became associated 
with the Commonwealth Shoe & Leather 
Co. as sales director. 

In moving into the position of man- 
ager of Winthrop, Mr. Atkins - finds 
familiar ground since he has handled 
the Winthrop advertising from the first 
day the branch was set up ten years 
ago. Mr. Atkins’s promotion marks the 
first time an advertising manager has 
become a branch manager at Interna- 
tional. It is another step in the com- 
pany’s recognition of the importance of 
sales as well as manufacturing ability 
in the post war era. 

Winthrop sent a piece of birthday 
cake to its customers and prospects in 
announcing its new Spring line. The 
branch has just rounded out its tenth 
year. 





Johnson Representing Joyce 


PASADENA, CALIF. — Burt Eastman, 
sales manager for Joyce, Inc., has ap- 
pointed Paul E. Johnson to work out of 
the Joyce Columbus, Ohio, plant in a 
traveling sales capacity. Recently Mr. 
Johnson was shoe buyer for the Camp- 
bell store in Santa Monica, Calif., and 
is well remembered for his work as sec- 
retary of the Dayton Shoe Club back 
in the days when he managed the Nisely 
shoe store in Dayton. 
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Says Shoe Merchants Operate 
Profitably in England 

LoRAIN, OHI0O—David Allen, former 
owner of Dave Allen’s shoe store in 
Elyria, O., and son of Stewart C. Al- 
len of Allen’s Fine Footwear, here, 
writes as follows from the European 
Theater of Operations, where he is a 


Warrant Officer in Communications in 


the Maritime Service: 

“It seems that the shoe dealers are 
making out well in England, despite 
really severe rationing. Shoes are 9 
coupons for men, 7 for women and 5 
for children. A person gets 52 coupons 
a year. A suit is about 28, a coat is 
18, and shirts are about 4, so you can 
readily see that there is not much left 
to buy shoes with. There are no non- 
rationed shoes, but there are a few 
wooden soled numbers that sell for 2 
coupons less than leather. These are 
not very popular and are worn to work 
mostly. 

“The merchant divides his stock up 
into daily sales quotas and when he is 
sold up he is through selling for the 
day. This usuallly happens by 11 or 
11:30 A. M.... Store hours are brief 
under this system, usually something 
like 10 to 4 with an hour and a half 
for lunch, and are closed Wednesday 
and Saturday afternoons. 

“Since a merchant can pretty ac- 
curately determine his sales from the 
size of his quota, it is simply a matter 
of controlling expenses to insure a 
profit. The controlled prices are high 
enough for him to make a nice profit, 
and since mark-downs are at a mini- 
mum, his profit is pretty steady. 

“In France I haven’t seen any shoe 
stores yet, as it seems that the Jerries 
controlled all of this business. In fact, 
I haven’t seen anything on their feet 
resembling shoes. Mostly, they wear 
sabots or wooden-soled, cloth-topped 
shoes that resemble some of our play 
shoes. No doubt they are saving what 
shoes they do have for wear when the 
weather gets colder.” 

Mr. Allen sold his shoe store in Feb- 
ruary, 1943, shortly before enlisting in 
the Maritime Service. 





Sales Conventions 
Brown Branches Hold 


St. Louis, Mo.—Three of the spe- 
cialty branches of Brown Shoe Co. 
held their sales conventions last week. 
The new Spring lines were introduced 
and studied. 

The Air-Step division under the 
direction of Carl Fliegner held its ses- 
sions at Coronado Hotel. Air Step ad- 
vertising plans for the coming season 
were presented to the road men by 
Norman LeValley of Leo Burnett 


cy. 

The Forest Park division, under gen- 
eral manager Roy Harston, held its 
sessions at the Statler Hotel. 

The Blue Ribbon division gathered 
at the Jefferson Hotel. A. C. Fleener 
presided. A group of 85 to 40 visiting 
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merchants sat in on these sessions. 
Frank Cornwell, advertising man- 
ager of Brown Shoe Co., presented the 
advertising and promotion plans at the 
Forest Park and Blue Ribbon meetings. 


Move to Larger Quarters 

Sr. Louis, Mo.—Tobo Shoe Co., man- 
ufacturers of women’s casual shoes, 
moved their factory to 1124 North Mar- 
ket Street. The new location affords 
some 15,000 square feet of floor space 
and permits a sizable increase in pro- 
duction. The company is headed by 
Ed Tilt and Mat Baudendistel. 





Johnson Ad Manager 
Of Specialty Branches 


Sr. Louis, Mo.—Al] Johnson, for the 
past ten years advertising manager of 
the Peters Shoe Co., branch of Interna- 
tional, recently was appointed adver- 
tising manager of the specialty branch- 
es of International. In his new capacity 


. Mr. Johnson will direct the advertising 


of Vitality Shoe Co., Queen Quality 
Shoe Co. and Winthrop Shoe Co. He 
will also serve in an advisory capacity 
with the advertising department of 
the Peters branch. 
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General Branches Hold Sales Meetings 


At the sales meeting banquet of KBS division held at the Hermitage Hotel, Nash- 
ville, Tenn., the following attended: Seated: J. C. Buisson; H. D. Vaughn, stylist; 
L. D. Scott, sales manager; E. T. Bumpous, general sales manager; Steve McGaw, 
advertising manager; E. H. Sullivan; L. F. Ireland. Standing: T. F. Wood, George 
E. Blue, Steve B. Corthell, John F. Booth, Herman |. Goldsmith, Billy K. Hubbard, 
Al W. Slater, Charles N. Oberfield. Standing, beck row: Will H. Reichel, George 
H. Menke, W. Graham Stuart, L. N. Wade, Frank A. Butterworth, E. E. Wood, Pat 
W. Hart, Howard D. Stanley, R. B. Lee, Lee Witham, Bruce $. Welch, Tom E. Prewitt, 
Dick E. Gantz, J. G. Woodward. 





Jarman division sales meeting was held at the Hermitage Hotel, Nashville, Tenn., 
recently. Front row, left to right: H. J. Bandy, G. S. Durst, J. A. Cherry, R. D. 
Cherry, Howard Baldridge, H. A. Thompson, M. C. Goldstein. Second row, left to 
right: W. W. Freeman, W. D. Ruffin, J. P. Johnson, E. L. Tarr, J. C. Wallace, Jarman 
sales manager; Earl T. Bumpous, general sales manager; W. B. Doherty, Steve 
McGeaw, advertising manager. Third row, left to right: Kenneth Romig, Al Carlisle, 
H. G. Lundegard, W. E. Erickson, Earl Haney, Al Goldstein, Van Shotwell, Don 
Thompson, C. R. Wagner. Back row, left to right: F. M. Ward, Robert L. Hill, C. W. 
Leavens, Norman S$. Mockbee, J. L. Cely, A H. Hoffman, R. M. (Dick) Jones, J. W. 
Gillingham, Henry Niemann. 





cause of the rapid progress of the war 
and necessary changes in production 


Pilar Returns to 


Chemical Firm 


NewakK, N. J.—A. J. (Tony) Pilar, 
Jr., has returned to the firm of A. J. 
& J. O. Pilar, here, manufacturers of 
chemical coatings and specialties for 
the leather and shoe industries. Since 
his work as Chief of the Miscellaneous 
Shoe Products Section of WPB was 
completed, Mr. Pillar resigned recently. 

Mr. Pilar was associated with WPB 
for almost three years. In January, 
1942, he was given leave of absence 
from his firm on a war service assign- 
ment with the Chemicals Bureau of 
WPB. For seven months he served as 


| advisor on the use of inorganic chemi- 


cals in the leather and allied trades. 
Later he became Assistant Chief of the 
newly established PRP Section, Textile, 
Clothing and Leather Division. Be- 


scheduling, the plan had to be modi- 
fied, and Mr. Pilar aided in the imple- 
mentation of the Controlled Materials 
Plan. In September, 1943, he was ap- 
pointed Chief of the Miscellaneous Shoe 
Products Section of the Leather and 
Shoe Division. 

Mr. Pilar’s future work with his 
company will be concentrated on the 
development and production of new tan- 
ning materials and synthetic coatings. 





Store Features Casual Types 

BeveRLY Huis, CALIF. — Dobby’s 
Casuals is the name of a new retail 
shoe store soon to open on Santa 
Monica Blvd. Mother and daughter 
styles from the best of local and na- 
tional advertised lines in casual types 
will be featured. 
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Opens Men’s Department 
SEATTLE, WASH.—A new men’s shoe 
department has been opened close to 
men’s haberdashery and apparel on the 
first floor of The Bon Marche, large 
department store here. The new section 


is located near the Pine Street and 
Third Avenue corner of the store. 





Enters Shoe Retailing 


SEATTLE, WASH.—Long in the repair 
business on Seattle’s Broadway, M. L. 
Hasson has now gone into the shoe 
business, retailing footwear at 1530 
Broadway, close to the Broadway High 
School, this city. 


To Increase Baby 
Shoe Production 


HUNTINGTON, IND.— The Culver 
Manufacturing Co., with plants in 
Huntington and Bluffton, Ind., is plan- 
ning to increase its production of chil- 
dren’s “first step” shoes from 1,000 
pairs a week to 1,000 pairs daily. The 
goal for the latter figure is set for the 
end of 1944. The company, which pre- 
viously turned out huge quantities of 
cotton gloves, turned to children’s shoes 
as a “stop-gap” and now is taking it 
up in anticipation of a heavy post-war 
demand as well as to fill present needs. 
The stitching of uppers and linings is 
done in the Huntington plant and the 
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cutting, lasting, and finishing is being 
done in nearby Bluffton. 


Greater Chicago Group 
Elects Directors 


CuicaGo, ILL.—Voting by mail, the 
membership of the Greater Chicago 
Shoe Retailers’ Association elected the 
following men as directors for the com- 
ing year: Carl Burgstahler of F. E. 
Foster; Charles FE. Lanchantin of 


ENTIRELY DIFFERENT/ 


LD’ Scholls 
Exerped 





Hanan & Son; E. K. Dennis of French, 
Shriner & Urner; J. R. de Witt of de 
Witt & Co.; Frank Cox of Stetson; A. 
E. Ferguson of Florsheim; Rube Metz; 
W. B. Brooks of Brooks Bros.; Carl 
Fliesbach of Walk-Over; David Bern- 
stein of Sears, Roebuck; Harold Levin- 
son of Saks-Fifth Avenue; Thomas 
Spyrison; Jack H. Kotz; Norman 
Rosenzweig; Lester Larson. 

Officers will be elected at a later 
meeting by the directors. 























“Nice building, boys!" 
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Large Attendance at Buffalo Show 


eR 
z 





Officers and directors of the Tri-State Shoe Travelers, taken at the Buffalo show. 

Seated, left to right: Miss Irene Siekierski, recording secretary; Harry Levinson, 

president; Charles W. Reis, chairman of the board of directors, and Edward G. 

Krug, secretary-treasurer. Standing, left to right, the board of directors: Meyer 

Polinsky, Charlies Reichert, Nat Goldman, Harold Davis, Charlies Stutz, Edward 
Bendheim, Ben Brown and Edward Tweedy. 


BurFraLo, N. Y.—The Tri-State Shoe 
Travelers held their show recently at 
Hotel Statler here. From the view- 
point of both exhibitors and retailers 
it was agreed that this was the best 
show ever held here. 

Both exhibitors and retailers came 
from New York, Pennsylvania and 
Ohio, many attending a Buffalo show 
for the first time. Jobbers were also 
in attendance. Dealers were in a buy- 
ing mood and seemed well pleased with 
the goods offered. There was a wide 
range of merchandise, including Fall 
and Winter styles, many Spring shoes, 
and one exhibitor had a complete line 
of Summer footwear on display. 

Non-rationed shoes in high colors on 
plastic soles still proved popular. A 
shortage of ration coupons still being 
with us, merchants seemed to think 
it wise to continue purchasing the non- 
rationed varieties. Outstanding colors 
were the blues, greens, reds and yel- 
lows worn so much of recent months. 
Some exhibitors did a good business in 
house slippers. 

At a meeting of the organization, 
held Monday morning, several matters 
were discussed, the most important of 
which was the agreement that a par- 


ticipation fee of $25 a year would be 
charged exhibitors, this to include four 
or five shows. All money so raised 
would be used for advertising purposes 
for bigger and better shows in the 
future. There are no paid officers in 
the association, all serving voluntarily. 

Asked his opinion of the show, presi- 
dent Harry Levinson expressed himself 
well pleased, and added, “From all indi- 
cations our January show will exceed 
this one by at least 60 per cent.” 

A committee was chosen to draw up 
the rules and by-laws to be adopted by 
the organization and presented to the 
members at the next show. Members 
so chosen were: Meyer Polinsky, chair- 
man, Edward Tweedy, Charles Stutz 
and Benjamin Brown. 

The area participating in the shows 
was tentatively divided into districts 
with a member appointed to be respon- 
sible for advertising carried on in his 
section. These were: H. Meltzer, Phila- 
delphia area; Edward Bendheim, Cleve- 
land; Nat Goldman, Boston; Ben Brown, 
New York, and Charles Reichert, 
Rochester. 

The date set for the next show is 
January 21-22. 





Butler Heads Southeastern 


Travelers 


NASHVILLE, TENN.—Harry T. Butler, 
sales manager of the Edgewood Shoe 
Company of Atlanta, was _ recently 
elected president at the last meeting of 
the Southeastern Shoe Travelers’ As- 
sociation, which sponsors thie Atlanta 
Spring and Fall shoe shows. 

The Edgewood company is a unit of 
General Shoe Corporation. 


Feature New Materials 


New Yorx — Colorful, styleful ma- 
terials are the news in the Spring line 
recently launched by Rope Soles, Inc. 
Highlighted is a series made in felt, 
cable-stitched. to give the effect of a 
plaid weave. Other materials in the 
line are gabardine, herringbone 
worsted, butcher linen, rayon corde. 
Jute is being used again for soles 
which have been improved in other 
ways. 
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Lederer Completes 80th 


Transcontinental Trip 


New York.—Ralph Lederer, head of 
Lederer Industries, here, completed his 
80th transcontinental trip in 40 years 
recently. The company, once known as 
Lederer Importing Company, has been 
shipping souvenirs to shoe stores, 
manufacturers, jobbers and depart- 
ment stores for over 40 years. 

As manufacturers and importers, 
several years ago the company ex- 
tended its activities to establishing a 
close-out division, buying out over- 


stocks of large manufacturers. The, 


company features among its souvenirs 
and novelties giant pencil boxes, nov- 
elty whistles, Indian hats, masks, etc. 

Mr. Lederer’s two sons, Howard A. 
and Robert E., are associated with him 
in the business, 


Two New Slipper Firms 


Los ANGELES, CALIF.—Two new shoe 
manufacturing concerns have recently 
started operations here. M. J. Naz- 
zaro, who was a cutter for the Sunray 
Shoe Co., is making a line of infants’, 
children’s and misses’ bedroom slippers, 
up to size 3. Mrs. Ruth Hamilton is 
the sales representative. 

I. Witlin has started making a line 
of men’s and women’s washable unra- 
tioned bedroom slippers under the trade 
name of Witline. For the previous 13 
years Mr. Witlin has been manufactur- 
ing embroideries and novelties for the 
shoe manufacturing trade. 


Roy Purchasing Agent 
For Cobblers 


Los ANGELES, CALIF.—C. H. Roy has 
been appointed as purchasing agent for 
Cobblers, Inc., according to an an- 
nouncement made by Cobblers’ presi- 
dent, Walter Braun. Mr. Roy has had 
some 30 years’ shoe experience, having 
had charge of the Brown Shoe Co. 
stores east of the Mississippi a num- 
ber of years ago, then with the Brais- 
ley-Cole Shoe Co., and more recently 
as merchandise manager for the Kirby 
Shoe Co. 





—__—-_ 


Foresees Keen Competition 
For Shoe Stores 


ROCHESTER, N. Y. — John H. 
Schmanke, head of Schmanke’s Boot 
Shop, foresees keen competition for 
community shoe stores after the war, 
but explains in the current issue of 
the bulletin of the New York State 
Shoe Retailers’ Association how he be- 
lieves they can meet it. 

“Will community shoe stores fit into 
the picture of the giant post-war pro- 
gram of the large independents and 
chains?” he asks, then proceeds to 
answer: 

“Communities after the war will be 
invaded by chains and branches of 
larger independents. As a family shoe 
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PROMISES 
.- and Pride 


Man's own pride in his ability to improve 
AY things already frames the future with promise. 
The pride of Edwin Clapp shoe craftsmen 
in their painstaking work — a pride with an honest founda- 
tion of 90 years of skill and achievement — is a promise to 


you of finest quality in Edwin Clapp footwear, always. 


Edwin Clagy 

















AND SON, INCORPORATED 
EAST WEYMOUTH, MASSACHUSETTS 








store you are on the ground floor. That 
gives you one step ahead of them. You 
render a personal service to your trade, 
which can only be had in your type of 
store. 

“Select a good, nationally known line 
of shoes, specialize in one or more de- 
partments. Make your post-war plans 
now to improve the physical appear- 
ance of your store—and do it. When 
we get back to the normal way of doing 
business, competition will be tough. 
Follow these suggestions and it will 
help you to meet competition success- 
fully.” 


Buys Smith Store 


PENN YAN, N. Y.—Conrad F. Tun- 
ney, who was associated with the late 
Henry Merton Smith for 19 years, up 
to the time of his death earlier this 
year, is now owner of this famous old 
shoe store and is continuing it in the 
same location. His home has always 
been in Penn Yan; the customers of 
the store are his friends, and he is 
popular throughout this region. 

The store was founded by J. Henry 
Smith, father of Henry Merton Smith, 
in 1869, and the latter bought it in 1903 
and operated it for 41 years. 
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THE SEASON'S 
HIT FOR 
RETAILING 
$4.25 pr. 
HYDE ATHLETIC 


SHOE COMPANY 
Cambridge, Mass. 


to Dealers 


MOCCASINS 


HEAVY BROWN UPPERS 
LEATHER LACES $4 
ORTHOPEDIC RUBBER SOLES 
IN STOCK 








MEN'S SIZES 6-12 $1.45 
BOYS SIZES 3-6 $1.40 
WRITE FOR FOLDER 
GIRLS’ MOCCASINS AND SLIPPERS 
CONJOR SHOE CO. 
287 BROADWAY NEW YORK CITY 











Merchandising Feature in Children’s Line 





Al Johnson, advertising manager, and Ted Hirtz, merchandise manager of Peters 
Shoe Company's children's shoes, at the introduction ceremonies of the “Weather- 
ized" program. 


St. Louis, Mo.—The Peters Shoe Co. 
introduced one of the first of its post- 
war merchandising plans at its recent 
semi-annual sales convention. It is 
“Weather-Bird Shoes are Weather- 
ized.” 

The 150 salesmen who attended the 
Peters Shoe Co. convention at the com- 
pany’s St. Louis headquarters received 
details of the new sales program. with 
unusual enthusiasm and were particu- 
larly encouraged by the fact that some 
of the phases of the program served 
as evidence that the serious shortage 
of children’s shoes may well be on the 
way to being alleviated, that further 
increases in quotas might be forth- 
coming in the months ahead. 

Based on the idea that it takes 
leather to stand weather, the Weather- 
ized program introduces pattern types 
and construction features which provide 
children with shoes to withstand the 
stress and strain of wet, cold, hot and 
dry weather. In short the merchant is 
presented with a plan of four-season 
merchandising on children’s shoes. 

Ted Hirtz, merchandise manager of 


children’s shoes for Peters, presented 
the plan in its broad aspects while Al 
Johnson, advertising manager, outlined 
the advertising plans for the coming 
season. 

E. J. Hopkins, general manager of 
Peters Shoe Co., in discussing the 
Weatherized idea, stated: “Months 
ago our company did what it could to 
alleviate the acute shortage that was 
then developing and is still bending 
every effort to relieve the conditions 
which today confront practically all re- 
tailers of children’s footwear. 

“Quality shoes are more in demand 
than ever and we shall continue to 
make and ship every pair that is per- 
mitted under our present war economy. 
The increase in the birth rate during 
the past two years will have a very 
definite effect on the children’s shoe 
business in the years ahead . . . and 
it is our purpose, in so far as pos- 
sible, to make available correct foot- 
wear, for these growing boys and girls, 
that will permit their feet to develop 
in a natural way.” 





Shows Shoes Made 
For Government 


MANCHESTER, N. H. — “Electric” 
sheepskin boots being manufactured for 
the government from skins processed 
in the nearby New Hampshire town of 
Winchester, and a late model sub- 
marine shoe, developed after research 
at the Portsmouth (N. H.) Navy Yard, 
were included in a display of footwear 
shown by S. Kenneth Bruce, general 
sales manager of the International 
Shoe Co., during a talk before the 
Manchester Rotary Club. 

Mr. Bruce told the Rotarians that 
more than 500 wartime items which are 
all or part leather have a priority over 


regular footwear, leaving a limited 
quantity of leather for civilian shoes. 
He said a few of the items included all- 
leather suits for fliers, Army and Navy 
shoes and boots, upholstery for planes, 
ships and submarines, signal -equip- 
ment, scabbards and slings. 

The speaker declared that leather is 
one of the. most important basic war 
materials and attributed a one-third 
reduction in shoe production since 1942 
to enormous wartime demands for 
leather, manpower shortage and a 
searcity of hides. He said hide inven- 
tories were naturally low because 
availability of hides depends on 
slaughter of cattle for food. 
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HE CAN COUNT ON HIS 


EVEN though the “little feller” won't realize it for a good 
many years, his foot health is in good hands today! Judging from 
the way more and more parents are insisting on Mrs. Day's Ideal 
Baby Shoes, they too must be aware of the important work Mrs. Day 
is doing with their children. Many years ago she brought her special- 
ized skill to baby shoemaking, and each succeeding season has taught 
her more about the correct lasts, patterns, materials and construction 
methods for each of the many shoes the baby foot requires. Her 
efforts have produced America's accepted line of baby shoes, and 
merchants in grateful appreciation have given Ideal Baby Shoes the 
careful fitting they deserve. 


e Mrs. Day's curtailed wartime production restricts the sale of her 
shoes fo established agencies. An unlimited supply of Ideal Baby 
Shoes will be one of the blessings Peace will bring. 


mes. DAY'S IDEAL sasy sHoE co. 


DANVERS *© MASSACHUSETTS 


71 WEST 35th STREET 
NEW YORK 1, WN. Y. 


1070 MERCHANDISE MART 
CHICAGO, ILLINOIS 
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HIS FATHER'S 
A MATRIX SHOE 


Junior must have gotten his 
double figuring from his 
father...for Matrix sales- 
men just naturally figure 
double every time they sell 
a pair of shoes. 

Statistics show that for 
every pair of Matrix shoes 
sold, it’s 91% certain that the 
same customer will volunta- 
rily buy an additional pair 
later. 

And 100% of the men who 
come back for Matrix once 
will probably come back for 
Matrix indefinitely. 


It’s a gold mine! 


MATRIX 


Theos for Mon 


BY HEYWOOD 





MAKERS OF MEN'S FINE SHOES IN 
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Pr. Sizes 18 & 6 
Write for Slipper, Meccasin Folder. 
Sample pair orders will nos be honored 


CONJOR SHOE CO. 
287 Broadway New York City 





CHILDREN'S SLIPPERS 








In-Stock At-Once Delivery 


CHILDREN'S LEATHER SLIPPERS 


NON-RATIONED 
infants’ Sizes 5.8 
Children’s Sizes 89-12 
Misses’ Sizes 12-3 






Stock Ne. 801 






$455 
og fe Pair Oran 


Brown Leather 
Hard Leather Soles 
Scotch Plaid Lining 


GERDA FOOTWEAR CO., INC. 








"58 Deene St.. New York 13, N. Y. 
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|'N amed Officer 
Of Boston Depot 


Boston, Mass.—Lt, Col. Mark A. H. 
Smith, QMC, of Baltimore, Maryland, 
who returned to this country recently 





LT. COL. MARK A. H. SMITH 


from the China-Burma-India Theatre 
of Operations, now is stationed here 
as Executive Officer of the Boston 
Quartermaster Depot, it has been an- 
nounced by Col. W. J. Calvert, QMC, 
Commanding Officer of the Boston 
Depot. 

Col. Smith was associated with the 
Commercial Credit Company in its Bal- 
timore office prior to being called to ac- 
tive duty in February, 1942, as a Cap- 
tain in the Quartermaster Corps. As- 
signed to Camp Lee, Virginia, Col. 
Smith served there until last January 
as Plans and Training Officer of the 
10th Quartermaster Training Regi- 
ment, Executive Officer of that Regi- 
ment, Commanding Officer of the Offi- 
cers’ Training Unit, and Commanding 
Officer of the 1st Battalion of the 9th 
Quartermaster Training Regiment. 
Col. Smith was promoted from Cap- 
tain to Major in September, 1942, and 
to Lt. Col. in April, 1943. 

A native of Fairfax County, Vir- 
ginia, Col. Smith attended preparatory 
schools in Washington, D. C., and the 
Baltimore Polytechnic Institute. He 
later attended the United States Mili- 
tary Academy at West Point, Johns 
Hopkins University, and the School of 
Law at Georgetown University. 

The Boston Quartermaster Depot, 
Col. Smith’s new station, is the oldest 
of the many depots operated by the 
Quartermaster Corps of the Armv. and 
is the procurement center for all Army 
footwear. 





Sees Children’s Shoe 


Production Nearing Demand 


ATLANTA, Ga.—Production of chil- 
dren’s shoes is catching up with the 
demand created by the unprecedented 
birth rate of the last five years, said 
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FAST SELLING 


Ladies House Slippers 





Wine with light blue linin 
= Blue with light blue tin- 


int with red lining 
Assorted sizes 4 to 9 to case (36 pr.) 
Minimum orders accepted 2 case 
IMMEDIATE DELIVERY 


WILLIAM COHAN CO. 
19 Se. Wells St., Chicago 6, Hil. 




















William A. Molster, chief of OPA’s 
Miscellaneous Products Division, in an 
address to the Southeastern Shoe 
Travelers’ Association recently. He 
said abnormal shortages of children’s 
shoes had given the OPA and the in- 
dustry one of its greatest problems, 
but he spoke optimistically of the im- 
mediate supply outlook. 

He cautioned the shoe dealers, how- 
ever, not to expect any immediate end- 
ing of shoe rationing—even when Ger- 
many is defeated. “The cutback of 
military demands—which no one can 
accurately estimate—will likely be off- 
set by lend-lease demands,” he said. 





Harold Parsons Visits 


Famous-Barr Co. 


St. Louis, Mo. —.Harold Parsons, 
former buyer of Sorority House shoes 
at Famous-Barr Co., was in St. Louis 
recently visiting his friends at the 
store, when home on furlough from 
Camp Bowie, Texas. Now a First Ser- 
geant, Mr. Parsons is in charge of 8 
medium tank company, doing adminis- 
trative work. 
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Will be be home next 


Millions of American boys and girls in the service will 
be longing for home on Thanksgiving Day— 

praying, Aghting for victory so they can be sure of free- 
dom and security, sure of an old-fashioned turkey din- 
ner with Mother and Dad next year. Let's do everything 
to aid them, so that their homecoming dreams will 
come true — soon. L. A. Darling Company, Bronson, 
Michigan. New York Office and Display Rooms, 735 


THANKSGIVING 





(— 





















sell several 


elling Faster Than Ever! 


Scott Scientific HEALTH-ARCH 
Corrects Most Foot Pains 


Now featured by shoe-dealers from coast to coast! 
hundred a year—mak 

Instant permanent relief to foot pains by lifting metatarsal, 
longitudinal and transverse arch . . 
Sagging foot bones resume natural position. Nerve-pinch is 








Marbridge Bidg., 47 West 34th St., 
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$2 to $5 profit or more. 
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Store’s Sales Staff 
Is All Women 


San ANTONIO, TEx.—This city has 
what is probably one of the most un- 
usual staffs of retail shoe people in the 
city—the entire personnel is women. 

Allen’s Shoe Store has been operated 
entirely by women since September 1, 
when the only man on the sales staff 
left to join another establishment. 


Managers who have been troubled 
with the shortage of salesmen will be 
interested in learning that, under the 
efforts of these ladies, the sales vol- 
ume has been maintained, showing in- 
creases in some lines. At the same time 
the work has gone along smoothly, with 
windows well trimmed and the store 
kept neat and in good order. 


Family Has Partnership 
In Shoe Store 


DETROIT, MIicH.—Budny’s Boot Shop, 
at 4905 Schaefer Road, in the center 
of Dearborn, major West side suburb 
of Detroit, is being taken over as a 
family partnership by the entire 
Budny family. The store was founded 
seven years ago by Felix Budny, who 
is now adding his three sons—Alex- 
ander, Henry, and William Budny—to 
the partnership. The store specializes 
in a general family shoe trade. 
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Finds Tanners’ Situation 
Difficult 


MILWAUKEE, WIs.—A local leather 
sales representative, commenting on 
business conditions, said: “Our firm is 
experiencing one of the worst periods 
in history. Of course, there is no diffi- 
culty in selling leather, but the prob- 
lem is to get the leather to sell. 

“With most of the tanneries that 
supply us with leather located in the 
East, and in exceedingly critical air- 
plane manufacturing areas, or ship- 
building areas—the workers in the 
tanneries are on a straight 40-hour 
week—there is no chance of working 
the plant overtime: When you have 
skins in liquids in the process of tan- 
ning, they have to be pulled out at a 
specified time; they can’t be left there. 
Consequently, schedules have to be ar- 
ranged so that the skins are ready to 
pull at the close of the 40-hour shift. 


“The rub lies in the fact that, with 
tannery workers not permitted to work 
over a 40-hour week, the workers will 
leave the tanneries and go to work for 
the other industries because, though 
working at a lower hourly rate in other 
types of plants, the working hours are 
increased by overtime, and the worker 
is able to have more ‘take home’ money 
at the end of the week. 


“So far, there seems little the tan- 
neries can do to ease the situation.” 


Fire Causes Plant 
To Move 


St. Louis, Mo.—A fire in one of the 
buildings operated by Monogram Slip- 
per Company at 1648 Tower Grove 
Avenue, here, caused a considerable 
amount of damage to the cutting and 
stock room department of the firm. The 
blaze started in the basement of the 
building. 

The company immediately moved this 
department into its new building at 
1512-14 Clark Avenue, and operations 
continued after a short shut-down. 
With all of its operations in the new 
plant, the firm has more than 20,000 
feet of space in a newly renovated 
building. 


Will Continue Shoe Business 


Derroir, Mich:—The Mercury Boot 
Shop in Northwestern Detroit will 
continue under the ownership of Mrs. 
Jack E. Schultz, whose husband, 
founder of the store, was killed in ac- 
tion in France on July 11. 

Murray Maisel, formerly with the 
J. L. Hudson store’s shoe department 
here, has been named manager of the 
store, and will operate it for Mrs. 
Schultz. Mr. Maisel was formerly con- 
nected with the store on a part-time 
basis. 
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Nettleton Shop Opens 


SEATTLE, WasH.—After months of 
preparation the Nettleton Shop was 
opened recently in the street floor of 
the Great Northern Railway Building 
on Fourth Avenue. Modern surround- 
ings and appointments followed exten- 
sive remodeling of the store. 
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Buffalo Shoe Man 
Enlarges Store 


BuFFALO, N. Y.— Joseph Erenstoft, 
owner of the shoe store established six 
years ago at 26 West Chippewa Street, 


JOSEPH ERENSTOFT 


here, enlarged his store recently by add- 
ing the one adjoining the original shop, 
removing the partition and making it 
all into one large, roomy store. This was 
then redecorated and refurnished. The 
walls are light green with a white ceil- 
ing; on the floor is a thick, soft green 
carpet; chairs are of chrome with red 
seats and tan backs. Over all is clear 
fluorescent light which makes shopping 
in this store both easy and restful. 
Grateful customers, several from near- 
by art schools, have brought in some 
fine free hand drawings and painted 
sketches which have been arranged on 
the walls, thus adding to their appear- 
ance. 

There is ample storage space in the 
back and in a balcony, also in the rear 
of the store. No shelves are in the 
main store and the only shoes on dis- 
play are on circular racks, one near 
the front, the other the rear of the 
store. On these are shown shoes rep- 
resentative of the lines carried. 

Starting in about six years ago with 
a partner, Mr. Erenstoft has earned 
his right to success the hard way. This 
first store was small and inconvenient, 
but as circumstances permitted im- 
provements were made and more stock 
added. Four years ago Mr. Erenstoft 
bought out his partner and went on 
alone. That a successful business has 
developed is due much to the fact that 
Mr. Erenstoft has a pleasing person- 
ality and is widely known throughout 
the city. Through all the difficulties of 
leather shortages and rationing of a 
nation at war his business continued to 
expand. 

Mr. Erenstoft has always specialized 
exclusively in this store in women’s 
shoes. His store is today a headquar- 
ters for women who require small sizes. 
He has built up a large trade by cater- 
ing to this class of customers until the 
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Ladies’ House Slippers 


#5306 


a pair 


"Fore. Chieaee. 


Brushed Rayon Fleece Wedgie with 
white bunny fur collar. Colors: Red... 
Royal Blue... Light Blue... Peach. 


Assorted sizes 4¥2 to 9 te the case (36 
poirs); V2 case orders accepted per color. 


IMMEDIATE DELIVERY 


WILLIAM COHAN CO. 





19 So. Wells $t., Chicago 6, Ill. 














fame of his store has spread far. Re- 
cently he has added a hosiery line which 
is proving popular. 

This store is in the heart of a the- 
atrical district. It is across the street 
from the entrance to one of Buffalo’s 
largest theatres, around the corner 
from two others, and only a little over 
a block from another large one. There 
are also night clubs in this section 
which put on floor shows. A study has 
been made of the types of shoes called 
for most by many of these theatrical 
people. As a result, he has built up a 
steady, popular trade among them. 

Mr. Erenstoft’s last four salesmen 
gre now all in the armed forces. His 
present assistant is Al Levinson, re- 
cently honorably discharged from the 
Army, who is helping Mr. Erenstoft 
until he is able to open a store of his 
own. 


There is another Erenstoft store at” 


8141 Bailey Avenue in Buffalo. This 
is a family store where shoes may be 
bought for men, women or children. In 


this shop it is insisted that the same | 


courtesy and care be extended to all 
customers as is done in the larger store 
on Chippewa. 
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For Man and Women 
Ski Blucher Pattern 


BOOTS 


Green Felt Top Facing 


BUY NOW—STOCK LIMITED 
SEND RATION CHECK WITH ORDER 


THE ARNOFF SHOE CO., IO] DUANE ST., N. Y. C. 
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Ezzell Named Richland- 
Davidson Sales Manager 


NASHVILLE, TENN.—John Ezzell, for- 
mer assistant office manager of the 
General Shoe Corporation, has been 
promoted to the sales managership of 
the Richland-Davidson division, ac- 
cording to an announcement by Earle 
T. Bumpous, general sales manager 
and a vice-president of the company. 
Mr. Ezzell succeeds Tom Fuqua, now 
in the Army. 

The new sales manager is not new 
to that work. Four years of his ser- 
vice with General Shoe—he has been 
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employed there for 18 years — were 
spent on the road for Richland-David- 
son when he traveled the North and 
South Carolina territory. As head of 
the Richland-Davidson he has 30 sales- 
men under him, covering all states of 
the union. Salesmen, who attended the 
recent sales convention in Nashville, 
are: J. C. Burns, J. S. Rowe, H. C. 
Cooke, A. B. Schultz, H. D. McKinney, 
John Gordon, R. W. Jones, Hal Long, 
Harold E. Young, Ray G. Allen, Victor 
Koenig, Tom Morton, Dave Larson, 
Carlton Klaus, H. P. Hanley, John 
Staples, Mahlon Brown, Lloyd Purdy, 
George Slater, W. J. King, L. M. Par- 
nell, R. T. Pickett, Jr., R. J. McIntyre, 
A. R. Wright, D. S. Van Tassel, R. F. 
Leighton, Sam Goldstein, Frank Mc- 
Kelvy, J. C. Grimes and Leo Carlock. 





New Roe Store Opened 
Los ANGELES, CALIF.—A new Roe 
Shoe Store (headquarters, Denver, 


Colo.), has been opened at 4783 Whit- 
tier Blvd., East Los Angeles. Ed 
Marks is the manager, who was trans- 
ferred here from the management of 
the Roe Pasadena store. H. Geller, 
who managed the Glendale Roe store 
is filling the job held by Mr. Marks in 
Pasadena. 


Discusses Shoe Wardrobes 
At College 


St. Louis, Mo.—Dallas Neeley, buyer 
of Sorority House shoes at Famous- 
Barr Co., talked to the students of Lin- 
denwood College at St. Charles, Mo., 
on wartime shoe wardrobes for college 
girls. The title of his informal speech 
was “Design for Living . . . on Three 
Pairs of Shoes a Year.” 

Mr. Neeley told the students that 
they could have a well-rounded, high- 
style shoe wardrobe on three pairs a 
year, if they chose each pair wisely. 
He illustrated his points with three 
different “shoe wardrobes,” each con- 
sisting of three pairs of shoes. One 
was selected for the conservative stu- 
dent, another for the co-ed who liked 
high-fashion shoes, another for the av- 


erage college girl. In each there was a 
moccasin for casual wear, a shoe for 
tailored clothes or “little dates,” and a 
dressy sandal or pump for those “im- 
portant evenings.” 

Mr. Neeley was assisted by Claude 
Faulk, Cuboid representative at Fa- 
mous-Barr Co. 


Elected to Board of Trade 


WHITEFIELD, N. H.—A. H. Suitor, 
shoe dealer, has been elected for the 
coming year as a vice-president of the 
Whitefield Board of Trade. 
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FRANKLIN 


HOTEL 








As you know, the hotel you choose 
influences your friends. Give your- 
self the benefit of the Benjamin 
Franklin’s great name. Enjoy a 
comfortable room, good service, 
and food. 1200 outside rooms 
with combination tub-shower and 
circulating ice water. Rates from 
only $3.50 single, $5.50 double, 
$6.50 with twin beds. 


BENJAMIN FRANKLIN 
Philadelphia's 
Finest Hotel 


George H. O'Neil 
Managing Directar 
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LARGEST SELECTION 
OF TOP GRADE SHOES 


SPECIALISTS IN BETTER GRADE 
SHOES FROM 15 LEADING 
ST. LOUIS FACTORIES 


eo 
MEN'S - WOMEN'S - CHILDREN'S 
FOR IMMEDIATE SHIPMENT 
While ia town “‘C" Weil 


M. K. WEIL SHOE CO. 
1326 WASHINGTON AVE. 











Women's Shoes From 
Americas Top Sources 
BARIS SHOE CO., INC. 


79 Reade St., New York 7, N. Y. 
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PLAID SHOE LACES in stock 
for IMMEDIATE DELIVERY 
$3.60 per gross of 72 peir 
Write for Color Card TODAY 
LYONS & COMPANY 
120 Duane St., New York 7, WN. Y. 
QUALITY SHOE STORE SUPPLIES for 44 years 
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Interior of the new Wyman store on Monument Street in Baltimore. Notice the 
attractive undulating wali on the left and the many display niches. 


BALTIMORE, Mp. — Wyman’s, with 
visions of post-war business and filling 
another community need for shoe ser- 
vice similar to their other branch stores, 
has opened the fourth sub-center shoe 
store at 2126 East Monument Street. 
The policy of operations, as announced 
by Henry Wyman, who has been in 
charge of the business since his father, 
Maurice Wyman, died in 1928, will be 
similar to the other branch establish- 
ments. However, there will be no spe- 
cialized age group of merchandise but 
all types will be handled. 


Children’s shoes, growing girls’, wom- 


en’s, men’s and boys’ items will be 


stocked as well as hosiery and hand- 
bags. Children’s clothing from baby 
sizes to 10-year-olds will be included. 
For the initial opening, five salesgirls 
will take care of the trade in this area 
until volume warrants more. 

This year (Springtime, 1945) will 
mark the sixth anniversary of the in- 
auguration of the sub-center Wyman 
stores. When mothers began bringing 
in paper patterns and imprints of their 
little tots’ feet for shoes because of 
crowded street car conditions and lim- 
ited parking space, Wyman’s, quick to 
scent a sociological change, felt it was 
time to fill a new and different need in 
the community. 


Therefore, in the spring of 1939 
Wyman sub-center metropolitan stores 
came into existence. The first estab- 
lishment was opened on Liberty Heights 
Avenue in August, 1939. Public re 
sponse was so great that in March, 
1940, the second sub-center was opened 
in Hamilton. Again the public showed 
its appreciation. This led to the open- 
ing of the Greenmount branch in 
March, 1941, and in October, 1944, the 
last branch came into existence on 
Monument Street. 

In opening these stores, Henry Wy- 
man has carried on the tradition of 
courtesy, service and guarantee of sat- 
isfaction started back in 1900 by his 
father. All the children’s promotional 
work is done by radio with the same 
idea as is used by the larger specialty 
shops and department stores. The Wy- 
man neighborhood stores carry chil- 
dren’s war, which is also promoted on 
the radio. 

One of the most important steps 
which has helped in the success of these 
sub-center stores is that much of the 
employment problem can be solved by 
using girls in the immediate neighbor- 
hood, and by using high schoo! girls 
after school, evenings and Saturdays 
for the rush periods. 

These sub-center stores are under 
the management of Francis Angert. 





Search for ““Women’s 
Viewpoint” in Merchandising 
RocHester, N. Y. — “Woman’s view- 
point” on what styles in women’s wear 
—including footwear, of course—will 
be most appropriately appealing in the 
post-war era is to receive recognition. 
This assurance was given as Louis 
W. Johnston, president of Sibley, Lind- 
say & Curr Company, largest depart- 
ment store in the state outside of New 


| York City, announced appointment of 
| Mrs. Clara Louise Ward, 
| prominent and active in church and so- 


socially 


cial work, as a full-time employe in 
an advisory capacity. 

After saying that the appointment 
reflects the store’s desire to adjust 
storekeeping philosophy to conform to 
changing trends in customer relations 
—a desire to give them what they want 
—Mr, Johnston continued: 

“Women have always made up & 
greater percentage of a department 
store’s clientele. In the past three 
years, moreover, due to the uptrend in 
female employment and increased femi- 
nine earning power, the influence of 
women on retailing has been magni- 
fied.” 
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There Will Always Be More Profit 


In Shoe Repairing With 
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Left and Right 
Rubber Heels 





There’s not much glamour in shoe repairing—but 
there is good profit now and bright prospects for the 
future—if you build on customer satisfaction. I-T-S 
Left and Right Rubber Heels, because of the left and 
right design of extra pads of tough rubber, give more 
effective cushioning as well as longer level wear. 


When you feature or specify 
IeT+S heels for your shoe re- 
pairing, you give customers a 
service and a value they under- 
stand. And you build soundly— 
for I*T+S can be counted on 
for. continued leadership in real 
improvements that benefit both 
trade and consumer. Ask your 
I-T+S distributor for all the 
I+-T+S products he can allot you 
now—or specify them for your 
contract work. 
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JARO FABRY 


“I didn’t want his money— 


copy of TRUE Magazine.” 
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Colorful 


(109 prices) in-stock 
Size of tickets 11/.” x 21/4,” 


request: ready Nov. Ist. 





Xmas Price Tickets 


Xmas Ticket Circular showing samples, and price 
denominations, also Arrows with texts will be sent on 











candle, white 
black. 


§ Doz.—$1.50; 12 Doz.—$2.50 
with store name imprinted 
12 Doz.—$4.25; 24 Doz.—$6.75 


X41: Red Cap, X-3: Green with X-5: Red border, 
r ind, ced = leaf, white 
—price in board—price in rd—price in 


Any selection of prices desired if carried in-stock 














ENAWLYVYdaAd FZOIAGAS SINWHOUAW 


November 15, 1944 


Check with order please, unless C.O.D. preferred 
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* America’s Leading Brands 
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Location Based on Customer Habits 





View of the rearranged Sears Roebuck men's shoe department. The shadow boxes 
provide ample display space, 


PASADENA, CAL. — When Richmond 
Lewis, manager of the shoe depart- 
ment at the Pasadena Sears Roebuck 
& Company store, was forced by in- 
creased patronage and decreased floor 
space to divide his section into two 
salons on different floors, he took into 
consideration several problems that 
face nearly every department store 
shoe merchandiser who must choose a 
location. 

His footwear section was originally 
located in a combined men’s and wom- 
en’s salon on the first floor. This was 
an advantageous locale from the stand- 
point of customer convenience and 
maximum display attraction. Would 
the sales of men’s or women’s mer- 
chandise be increased or decreased by 
moving to another floor? 

Before making the final decision, Mr. 
Lewis and other members of the staff 
made a study of the relative roles of 
lady and men customers in purchasing 
footwear. They found that women are 
more inclined to shop around for shoes 
than men; it naturally followed, there- 
fore, that ladies would not mind going 
further to see the shoes, Men are more 
pressed for shopping time these days 
than ever before. Many Sears cus- 
tomers are factory workers, with per- 
haps only one evening a week for shop- 
ping. This meams that such merchan- 
dise as suits and shoes that must be 
fitted in person will be bought at the 
place which is most convenient. 

With these factors as a basis, the 
men’s shoe salon was rearranged to 
occupy the space formerly crowded by 
the combined salons. Eight large, oval, 
open shadow boxes were ample for 
showing footwear of all sorts. Metal 
racks and conservative backgrounds 
lent a m line effect. Brown leather 
upholstered chairs and a rich brown 
toned rug completed the decorative 
schenie. 

Scrutiny of women’s shopping habits 
showed that almost every women who 
entered the store stopped to look over 
the stock of women‘s or children’s wear- 


ing apparel. If the shoe department 
were placed between infants’ wear and 
women’s dresses, it would have a good 
location. 

The second floor location allowed Mr. 
Lewis and his staff only an approxi- 
mate 20x30 feet in which to set up. 
It was found that no space was avail- 
able for segregating the juvenile sec- 
tion. Older children could be fitted in 
the regular chairs. Boys’ shoes could 
be left in the men’s salon, and shoes 
for school girls sold along with 
mothers’. The pre-school and infant 
clientele had yet to be provided for. 

A four-foot aisle had been left at the 
rear of the shoe section so that clerks 
and customers could easily reach dis- 
plays and the shelving behind the pan- 
els. A limited number of smal] chairs 
could be set across the end of this aisle 
without impeding traffic. 

Fitting in chairs low enough for pre- 
school children was not convenient, 
either. Five small ivory chairs with a 
strap across the front were placed on 
an elevated platform, therefore. Shelves 
were fixed underneath to accommodate 
the boxes. Cleverly painted figures of 
rabbits were fixed on each end of the 
platform. This added a juvenile note, 
but did not detract from the good taste 
of the department as a whole. 

Since the juvenile emphasis for 
older children could not be developed 
as much as might be desired, the three 
oval shadow boxes in the panels are 
devoted largely to the showing of girls’ 
footwear. A single, slanted, elevated 
board placed against a seasonal back- 
ground, and emphasized by fluorescent 
lighting, makes these shadow boxes 4 
real asset. 

In all, Mr. Lewis feels that the di- 
vided shoe sections have worked out 
well, “All departments in our estab- 
lishment have a space problem,” Mr. 
Lewis says. “This is often true in, 
departmental merchandising. Perhaps 
our solution may suggest possibilities 
to others who may be facing similar 
situations.” 
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Personal Mailings Good Sales Builders Att,-HAVE YOU 
= SUFFICIENT --- 
Alfred Derr of the Shoe Department at the Broadway-Pasadena Store HAN DBAGS 
Finds a Persona List Valuable in Building a Steady 
a - Clientele for His Shoe Sections. 
r an 
good PASADENA, CAL.—Alfred Derr, who Directly across the first floor is the 
heads the shoe department at the men’sshoe section. It is done in distinct- 
| Mr. Broadway-Pasadena department store ly masculine style, from the rust colored 
roxi- here has found that a personalized let- seats with leather upholstery to the 
> up. ter mailing list is a most valuable fac- blonde mahogany paneling of the whole 
vail- tor in building a steady clientele. section. Two closed shadow boxes with 
sec- Mr. Derr and his staff make it a fluorescent lighting present selected 
d in point to become personally acquainted showings from regular stock. Of spe- 
ould with as many customers as possible— cial interest is a large, flat octagonal 
shoes particularly those who have regular display in the center of the salon. Fin- 
with charge accounts. Names and addresses ished bleached mahogany, standing on 
fant of these people are thus available a solid panel about eighteen inches | 
r. through the credit department for com- from the floor, this platform is used 
; the pilation of a mailing list. Personal for showing such incidentals as shoe 
— form letters are sent to all customers polishes, shoe trees, laces, and other LEATHER> 
18- who have. not been in to inspect the accessory items. We note that we do not have your order 
pan- shoe department stocks. Complete wall paneling hides the on Sta: - aes t eee 
airs “While it is difficult to determine just double row of stock shelves; two en- We have many satisfied Customers. We 
aisle how much influence such a direct mail- trances into this section allow ample an oy say ane of your 
ing list has,” Mr. Derr says, “we do oportunity for clerks to move in and pt shed " Penner a ahee 
= feel that this method of contacting cus- out freely. Interesting graduated racks store from. $22.80 $0 $30.00 per dos. 
“e tomers who may be slipping away from with three tiers are used in the front Genuine lecthers—Capes, Alligators and 
on our department has a tendency to re- part of the men’s salon to show various various other grains..$37.50 to $54.00 
teal mind them thatthe Broadway-Pasadena items from stock in flat display. The par oon, 
jate is still offering quality footwear fitting men’s shoe salon is particularly well We imvite new accounts. A trial order 
and service.” will convince you. 
< Since the Broadway-Pasadena has RUDMAN HANDBAG CO. 
ote, been in operation only four years, the 3RD FLOOR 
apr shoe department has the most modern 819 Washington Ave., St. Louis, Mo. 
facilities. It is divided into three sec- 
for tions, each located in appropriate parts 
ped of the store. In a strategic corner of located from the point of sales coordi- 
ree the main floor near accessories, hosiery, nation, since men’s furnishings are sit- 
are and lingerie, the women’s shoe salon is uated nearby. 
rls’ done in colonial style. The wall finish On the second floor, close to the in- 
ted is blonde, bleached mahogany in keep- fants’ and children’s ready-to-wear, is 
ck- ing with the over-all interior scheme the youngsters’ shoe salon. Carefully 
ent of the store. designed to appeal to the children of 
sa Three paneled and beveled mirrors all ages, this department is decorated 
tunning from the floor to within three in cream-toned dull finish with motifs 
di- feet of the ceiling heighten the unusual of youngsters at play. Modernistic fur- 
out lighting effects of indirect fixtures. At nishings are upholstered in sturdy 
ab- ‘the base of each mirror, about eighteen cream leather with neutral wood trim. 
Mr. inches from the floor is an oval flat- One large shadow-box display with 
in} ‘dase stand on which displays can be fluorescent lighting is located in the 
aps arranged. The furniture is a mahogany direct center back of the paneling that 
ies neutral with a turquoise patterned up- covers the stock shelves. A turquoise 


lar 








holstery material that blends with the 
turquoise rug. 
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rug completes this attractive juvenile 
set-up. 
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To Open in New Location 


SEATTLE, WasH.—The Drew and 
English Shoe Co. are occupying tempo- 
rary quarters until their new location 
at 1327 3rd Avenue has been completed. 

The new store will be fitted with a 
black glass front and a red neon sign 
displaying the name of the firm. The 
interior is being finished with mahog- 
any paneling and fixtures, while the 
eases have fluorescent lighting. White 
leather: chairs and a green carpet com- 
plete the design. 


To Manage New Shoe 
Department 


SEATTLE, WASH.—Littlers’ have 
opened a new shoe department with 
Frank J. Semon as manager. Mr. 











Semon, who is an experienced shoe man 
of 18 years’ standing, has been associ- 
ated with Nordstroms’ for the past two 
and one-hai’ vears. 





Obituaries 





Harold W. Mason 


New York.—Harold W. Mason, vice- 
president and treasurer of Dunham 
Brothers Company at Brattleboro, Vt., 
and secretary of the Republican Na- 
tional Committee, died here recently. 
Mr. Mason was one of Governor Thomas 
E. Dewey’s closest campaign advisors. 

Mr. Mason was born in -Worcester, 
Mass., in 1895. He attended Dart- 
mouth College, and enlisted in the Ord- 
nance Department of the Army shortly 
before his commencement. .He served 
as second lieutenant in the first World 
War, acting as armament officer with 
the air service in France. Before go- 
ing overseas he married Miss Evelyn 
H. Dunham, daughter of the president 
of Dunham Brothers Co. When Mr. 
Mason. returned to this country, he 
joined that firm. In 1927 he was named 
vice-president and treasurer. Mr. Ma- 
son served as lieutenant colonel in the 
Army’s fiscal department in the pres- 
ent war. He was placed on the inactive 
list in October, 1942. 

After the death of his wife in 1930, 
Mr. Mason increased his gifts to the 
Brattleboro Memorial Hospital, of 
which he was vice-president and direc- 
tor. He and his mother-in-law donated 
an annuity of $20,000 a year for the 
purchase of medical and _ surgical 
equipment. 

Mr. Mason was also very active in 
business affairs in New England. 





William H. Morris 


LENEXA, KANS.—William H. Morris, 
age 70, who was a shoe retailer for 
86 years in Kansas City, Mo., before 
his retirement in 1980, died recently 
at his farm home near here. He was 
born in Ontario, Canada, and went to 
Sedalia, Mo., with his parents when 
a child. He moved to Kansas City’ in 
1894, 

Surviving him are his widow, Mrs. 
Beulah Morris, and a son, Cpl. William 
H. Morris of the Marine Corps. 

Funeral services were held at the 
Holy Trinity Chureh at Lenexa, and 
burial was in Mt. Washington Ceme- 
tery. 





James P. Colleran 


YouncsTown, O.—James P. Colleran, 
70, died here recently. He was active 
in retail circles for many years, and 
was best known as president and man- 
ager of the former Colleran-Kane Co., 
for 22 years. In 1922 he sold his in- 
terest in the company, and two years 
later bought a chain of 11 shoe 
stores in Pennsylvania. Later he was 
associated with the Watson Warehouse 
Co. as vice-president. At various times 
he was associated with the G. M. Mc- 
Kelvy Co., department store, and the 





G. L. Fordyce Co. He was a political 
and civic leader, having served as City 
Council president. 

He died of injuries received in an 
automobile accident. His widow, two 
sons, and three daughters survive. 


Adam Hust 


CINCINNATI, OHIO—Adam Hust, 88, 
retired tanner, died recently after a 
three months’ illness. 

He leaves three sons, William, 
Charles and Harry Hust; a daughter, 
Miss Helen Hust, and four grandchil- 
dren. His wife died a year and a half 
ago. 


Louis E. Brenner 


Amessury, Mass.—Louis E. Bren- 
ner, 68, for 15 years general manager 
of the Louis Shoe Co., died at his home 
recently after a short illness. Mr. Bren- 
ner was born in Russia and had been a 
resident of this city for more than 50 
years. He was a former owner of the 
Globe Counter Co. of Amesbury. 





Handles West Coast Territory 
For Play Shoe Firm 


Los ANGELES, CALIF. — David Hol- 
combe is now representing the Good 
Shoe Mfg. Co. of Brooklyn, makers of 
unrationed women’s play shoes in 
eleven Western States. Offices have 
been taken in the Haas Building. For 
the past few years Mr. Holcombe has 
been office manager for the Brown 
Shoe Co. local offices; previously he 
was with the May Co. shoe department 
for 15 years. 


Observe 58th Anniversary 


HAMPSTEAD, N. H.—F rank W. Emer- 
son, a shoe manufacturer here for more 
than 40 years, and Mrs. Emerson ob- 
served their 58th wedding anniversary 
recently. Both are active and in good 
health. 

Mr. Emerson has served in the State 
Legislature for several years and is a 
Mason. 





Feature Accessories 


In New Shop 


MANCHESTER, N. H.—Nationally ad- 
vertised lines of hosiery, gloves and 
handbags are included among items 
featured by a new women’s apparel 
shop, Beauregard Sisters, which has 
been opened at 1045 Elm Street, this 
city. 
Owners of ‘the establishment are the 
Misses Maria and Marguerite Beaure- 
gard. ; 
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UDDEN 
ERVICE 


DELIVERIES 


Nothing Like 


For Tight Toes 
For Tight Shanks 





Sold Exclusively by 


“A GOOD ANCHOR TO THE WINDWARD’ 


So Hitch Your Shoe Construction To... . 


ANCORBOND INSOLE BINDING 


For Non-squeaky Shoes 
Eleven (11) Colors Stocked 


Made from the finest Imitation Leather we have ever handled. 
are good enough to be PATENTED in both the United States and Canada. 


MAYNARD H. MOORE, JR., INC. wchcctic. 





Its Utility Features 














“Rolla” Foot Exerciser 


PATENTED 





—Massages Feet 
—Loosens Up Muscles 
—Helps Circulation 
—Makes Feet Tingle 


Retails at $2.00 


EASY TO SELL 


eo 
COSTS YOU $1.00 
* 


ASK FOR 
Newspaper Mats 
2% 10 Days 
. 

Cash in on this 
Big Mail Order Item 


* 
FOOT CHOICE SHOES, Inc. 
F.0.8. MARIETTA, OHIO 

















Black and Brown Are Basic 


MINNEAPOLIS, MINN.— Using the 
theme “Black and brown are a basic 
must” the shoe department of the Pow- 
ers department store created an unusu- 
ally effective window display of Fall 
shoes, 

Only black and brown shoes were 
shown. Cleverly designed hanging 
shelves were fastened to the ceiling of 
the window, so placed that the shoes 
displayed on them were close to the 
windowpane. These shelves were in a 
light blonde finish, against which the 
darker shoes stood out well. 

Other black and brown displays were 
placed ongthe floor and on display units 
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Dates to Remember 


Spring Show Southwestern Shoe 
Travelers’ Association, Adolphus 
and Baker Hotels, Dallas, Tex. 
November 13, 14, 15, 16, 1944 
Travel Saving Shoe Show, Parker 
House, Boston, Mass. 
November 13, 14, 15, 16, 1944 
Spring Showing, Michigan 
Travelers’ Club, Pantlind Hotel, 
Grand Rapids, Mich. 
November 19, 20, 1944 
Spring Shoe Convention, Mid-Con- 
tinent Shoe Travelers’ Associa- 
tion, Skirvin Hotel, Oklahoma 
City, Okla 


Monthly Shoe Showing, Shoe Tra- 


Hotel Morrison, 2 
November 27, 28, 1944 
3lst Annual Conven 


tion, Middle 
Atlantic Shoe Retailers’ Associa- 
tion, Hotel Philadelphian, Phila- 
delphia, Pa. January 14, 15, 16, 1945 





presenting a wide number of styles, in 
several heel heights. Here and there 
throughout the window such accessories 
as bags, handkerchiefs, a bit of cos- 
tume jewelry, suggested their correla- 
tion with the shoes. 


Reaching “Foreign” 
Market at Home 


Mt. VERNON, WASH.—Shoe stores 
found a ready Mexican market at their 
very doors recently. Breaking out into 
Spanish a number of the leading shoe 
outlets in Mt. Vernon such as the 
Buster Brown Shoe Store, Parker’s 
Men’s Shop, Montgomery Ward and 
J. C. Penney Co, all specializing in 
men’s footwear, advertised to the Mexi- 
can “Braceros,” who came up to aid in 
the harvest, 

Stores such as Montgomery Ward 
and J. C. Penney Co. stressed zapatos 
or shoes, in which they dealt extensively 
—shoes for working or for dress; 
zapatos para el agua (for water) or 
zapatos para trabajo duro (for hard 
work). There are about 85,000 braceros 
from Mexico loaned to work in this 
country. 
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You want to sell mere than a pair of 
shoes . . . you want to sell customers 
who will keep buying shoes from you— 
mothers who will return in and 
again! Play - Poise Shoes with ic 

¢ Fit are built to help you sell 


healthy happy feet. 


The Virginia, Shoe 
FREDERICKSBURG, 


| FUTURE FRANCHISES ONLY 
| AVAILABLE IN CERTAIN CITIES 


4. Ine. 








He Has a Busy Day 


ROCHESTER, N. Y.—William P. Cole- 
man, head of the True-Quality Shoe 
Company, makers of footwear for in- 
fants and children up to six years of 
age, works full time at the bench every 
day with its 21 employes, supervising 
their work besides doing his own. 

When their day is done he takes up 
the office work, as he is also the “office 
force.” That keeps him going until 
8 p. m. daily. On Sundays, he finishes 
what office work he did not have time 
to do during evenings of the week. 

What remains of the week may be 
laughingly called leisure. 





Avoid Careless, Wasteful Use o 


Tools, Equipment and Supplies 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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THE ARNOFF SHOE CO., JO] DUANE ST., 


LOUNGE-MOCS 









FOR MEN AND BOYS 


Beat This Value 


Selected Antiqued Brown Elk Uppers 
Special Moccasin Last 

Genuine Leather Counter Pocket 
Heavy Leather Sock-Lining 
Reinforced Ball Strap 

Sturdy Leather Midsole 

Flexible Service-weight Comp. Soles 








Immediate Delivery 
Send Ration Currency with order 
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Finds Photographic 
Record Valuable 


MILWAUKEE, W1is.—George T. Grims- 
‘rud, head of the Grimsrud Shoe Stores, 
has found that photographing samples 
of shoes that the firm planned to stock 
results in a convenient permanent 
record. Mr. Grimsrud has developed a 
photographing unit that fits in an ordi- 
nary piece of luggage. 

An ordinary small camera is mounted 
on the inside of the cover. The camera 
can be moved to two positions—close-up 
for women’s shoes and more distant for 
men’s shoes. 

‘Lighting equipment is provded by two 
projecton bulbs that are permanently 
attached to the lower part of the case, 
with one bulb on each side of the cast on 
uprights, resulting in cross lighting. 
The shoe is placed in the center of the 
bottom of the case, midway between the 
lights, the camera is focused and the 
picture taken. 

When the film has been developed 
and prints made, a permanent record 
-of the factory, the style, the color and 
the material are recorded on the pho- 
tograph in writing. All photographs 
are filed, providing a lasting, visual 
record of all shoes stocked. 





‘Unmovable Stocks 
‘Shoe Men’s Headache 


DETROIT, MicH.—Short-sighted blind 
‘buying of unmovable shoe sizes in a 
panic move to replenish shrinking in- 
ventories is proving a real headache 
-for a lot of shoe merchants in this ter- 
ritory. Situation was unearthed by 
Stuart J. Rackham, Shoe Rationing Ex- 
-ecutive of OPA for Detroit, who is a 
veteran shoe man himself and who saw, 
‘from a study of inventory and other 
retailer reports what a desperate situ- 
- ation some stores were getting into by 
unwise bargain buying. 

Condition appears to be concentrated 
‘in the lower priced shoe lines, with dis- 
' tributors selling shoes in large case lot 
orders, buying a given price line in a 
~ range of sizes. As reported in typical 
-cases, men’s lines range from 6 to 11 
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real source of profits. 


Inquiries invited 


357 Fourth Avenue 


4 





in C, D and E widths, while women’s 
lines run 4 to 7 or 3 to 8. 

Result is that the end sizes are prac- 
tically unsalable, and the retailer 
speedily finds he has a stock of unmov- 
able merchandise on his shelves. More 
serious is the fact that he has frozen 
“working capital” in ration points, and 
desperately needs some form of relief to 
replenish his movable stock. 





Accessibility Factor in Sales 


St. PauL, MINN.—Displays arranged 
on the outside of the shoe section make 
visitors to the Gokden Rule department 
store conscious of shoes before they en- 
ter the department. Low partitions at 
either side of the wide entrance are 
built on curving lines. A ledge along 
the curve is built wide enough to hold 
displays of shoes placed in single for- 
mation in even spacing to outline the 
section along a heavy traffic lane. 

A recent display consisted of Califor- 
nia sandals in many smart styles. Their 
nearness to customers going through 
the stare caused many to stop and ex- 
amine the shoes closely. The particu- 
lar style displayed so impressed itself 
on visitors’ minds that even though 
they did not purchase immediately sales 
soon followed. 

On the other side of the entrance a 


Our factoring service makes it possible 
for the shoe executive to devote full time 
to production and selling activities—the 


Branch Offices 
LYNCHBURG, VA. GRAND RAPIDS, MICH. LOS ANGELES, CALIF. 


WiLLiAM IsELen & Co., INC. 


FOUNDED 1808 


Factors ras 


NEW YORK 


SU 





similar display was made of soft fabric 
house shoes in bright colors. 

In the shoe section, display shelves 
built around pillars, hold other displays 
arranged in the same manner, encour- 
aging large sales through accessibility. 





To Expand Scope of Store 


AMARILLO, TEX.—Paul A. Rogers, as- 
Store here will be expanded into a fam- 
ily shoe store on Jan. 1, according to 
the announcement of John W. Kenyon, 
owner. 

Looking toward the expansion, W. H. 
Gattis, for the past four years manager 
of the Jones-Roberts Shoe Store in 
Amarillo, has entered partnership with 
Mr. Kenyon and will be in active man- 
agement of the new store. Kenyon- 
Gattis will be the firm name. 

Special emphasis will be given to the 
juvenile department in the new set-up. 





Resigns to Take 
Hawaiian Post 


Los ANGELES, CALIF.—Robert Smith 
has resigned his position as first as- 
sistant to Paul Kirsh, manager for the 
several May Company shoe depart- 
ments, to take the position of buyer for 
all the shoe departments for M. Mc- 
Inerny, Ltd., Honolulu, T. H. 
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SALESMEN WANTED 


LINE WANTED 





HELP WANTED 





Essential Workers need Release Statements 


Essential Workers need Release Statements 





Essential Workers need Release Statements 





SHO E.SALESMAN CALLING ON _ SHIP- 
YARDS AND INDUSTRIAL PLANTS 
to sell- Men’s and Women’s: steel-toe Safety 
Shoes for immediate delivery. Plenty of Neo- 
prene Sole Safety Shoes on hand. Liberal com- 
mission. Address #350, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 17, 





SIDELINE SALESMEN 


WANTED 


Live Wires Only—For complete 
Line of Women's Medium Priced 
Rationed and Non-Rationed 
Sport Oxfords. Most territories 
open. All in stock, for immediate 
delivery. Give references and 
territory covered. 


Address 8-365, BOOT AND SHOE RECORDER 
10 High Street, Boston 10, Mass. 











SALESMEN: Excellent opportunity to sell 

anusual line of Shoe Polishes, Cleaners, 
and Dyes. Consistent repeat All terri- 
tories. High commissions. Address #370, care 
Boot & Shoe +. 100 East 42nd Street, 
New Yerk 17, N. 





SHOE SALESMAN,, ALL TERRITORIES, 

complete and fast line of House Slippers; 

sl Some Oxfords and Play Shoes. Live 

make real money. LAKESIDE 

SHOE COMPANY. 1313-17 West 6th Street, 
Cleveland, Ohio. 





Wes. RELIABLE MAN TO REPRE- 

SENT US on National Advertised Non- 
Competitive item’ sold to shoe dealers and 
wholesalers. Full time or part time. Exclusive 
territory. Address #367, care Boot & Shoe 
i Si 100 East 42nd Street, New York 
17, N. Y¥. 





ALESMEN WANTED: CARRY SIDELINE 
OF MEN’S ae AND DRESS 
SHOES, Florida and Southern S 
In-Stock Proposition. Address #378, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





CARRY SIDELINE OF MEN’S PLAY- 
SHOES AND DRESS SHOES, Florida 
and Southern Sta‘ ition. 
Address arte care 





BUYER 
WOMEN'S AND CHILDREN'S SHOES 
UPSTAIRS AND DOWNSTAIRS 


If you are an assistant, ready to become « Buyer, 
your application will be favorably considered. All 
Teplies strictly confidential. 


THE KAUFMAN STORE 
RICHMOND VIRGINIA 











ATTENTION MANUFACTURERS! Wanted, 
two lines of Women’s Shoes to retail $6.00 
to $12.50; also Men’s Shoes, Nationally adver- 
tised for post-war, in two Eastern Pennsylvania 
cities. ~Address #375, care Boot & Shoe 
a 100 East 42nd Street, New York 





b PRRIENCED SALESMAN WHO HAS 
BEEN SELLING MEN’S’ BETTER 
GRADE SHOES for 22 years in New York, 
Connecticut and Pennsylvania territory is de- 
sirous of securing a strong line of Men’s Shoes 
for the coming season. Has good following with 
the best accounts in this territory, and best of 
rorqremees furnished. Address #366, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





SIDE LINE SALESMAN WTD. 





IDE LINE SALESMAN WANTED: 

Sell Nationally —— shoe display fix- 
tures from photographs and catalogs. Prompt 
shipments. Liberal commissions; choice terri- 
tories. In replying state territory covered and 
furnish business references. Address #377, 
care Boot & Shoe i 100 East 42nd 
Street, New York 17, 





SIDE LINE SALESMEN WANTED FOR 
IN STOCK SLIPPERS AND PLAY 
SHOES. STRAIGHT COMMISSION. Ad- 
dress #369, care Boot & Shoe Recorder. 100 
East 42nd Street, New York 17, N. Y. 





HELP WANTED 


Essential Workers need Release Statements 











SHOE ADVERTISING ART AND 
One of Amertese Large a no Manutacarer in 
& 
= Pa. . Sw to 
L~ F- — 1, Ro ty oa reall a shoe 
~~, Right ‘man will “run bis own show 
in new y Aascaly-: gree 














100 East 42nd Street, New York 17, N. Y. Address 376, care BOOT & SHOE RECORDER, 
100 East 42nd Street, New York, N.Y. 
BUSINESS OPPORTUNITY | WANTED: A torourhly experienced Glazed 





$10,000 CASH—Want to buy 2 going 
Men’s Shoe Store in Alabama, 
Georgia, or Florida. Address #373, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 





Kid Assorter, to take sheers of a small 
Department in Canada. Good salary; pre 
living conditions, with all expenses pai 
moving to Canada. Reply will be treated con- 
fidentially. Address #374, care Boot & Shoe 
at, 100 East 42nd Street, New York 


i7, 








ATTENTION, RETAIL SHOE SALES 
MEN: There is a wonderful opportunity in 


who are capable of assuming 
responsibili complete charge of 
store Unlimited earnings under lib 


statement availabil: Address: HEALTH 
SPOT SHOE 'Suors, INC., Industrial Ave- 
nue, Danville, 





SHOE 8. SALESMAN......... 

$500 100 por meuth in’ ths STYER SHOP 
OF °THE SOUTH. Commission basis, $50.00 
per week guaranteed. The Guarantee Shoe Co.. 
San Antonio, Texas. 





BUYER 
WOMEN’S AND CHILDREN’S SHOES 
UPSTAIRS AND Spee one 


If you are an assistant, ready to become a Buyer, 
your application will be favorably EN All 
replies strictly confidential 
‘THE KAUFMAN STORE 
RICHMOND, VIRGINIA 











SALESMAN AND STORE MANAGER 
WANTED: for one of the Nation’s Leading 
Pacific Northwest Shoe Chain. Good salary 
with opportunity for advancement. Give ex- 
perience, age, reference and full details in first 
letter. Address #371, care Boot & Shoe 
eg 100 East 42nd Street, New York 





| Rt Fg WHOLESALE OR RE- 
TAIL SHOE MEN for Wisconsin, Nebraska 
or Missouri. Better than average proposition 
now, remaining sound, permanent, profitable 
postwar position. Write Bill Dawson, Manager. 
Wolfe Wear-U-Well corporation, Minneapolis. 
Minnesota. 


MANUFACTURERS! 


SALESMAN WITH A SUCCESSFUL RECORD; 
wholesale and retail; past draft age, desires con- 
~_— with good manufacturer, to travel West 
i. Post-war possibilities more 
Soe than present compensation. 
Address 2368, care weer. & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














HOE STORE MANAGER: Excellent op- 

portunity to connect with progressive chain 
organization in Pittsburgh district. Salary and 
bonus arrangement. Give complete information 
of experience, present emplo t, draft 
and marital status. Address #380, care re Boot & 
Shoe Recorder, 100 East 42nd Street, ey 
York 17, N. Y. 


WANTED TO PURCHASE 


W OMEN’S OR FAMILY SHOE STORE 
IN OR AROUND PHILADELPHIA. Ad- 
dress #372, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 
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CLASSIFIED ADVERTISING RATES 


The rate for ey “gr and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. 


Minimum ch cents. . For all other classified advertisements the rate is 7 cents per word. 
tweive In all other cases each word of the 


>» +- -~— is $5.00 an inch with a maximum of 46 words. 


words should be added for the address. 


onl Advertisements for this page must be in ear New York Office 10 deys preceding peblication date. =a 


Minimum charge, $1.25. 
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FOR SALE 





WANTED TO PURCHASE | 








WANTED TO PURCHASE 





FOR SALE 
SHEER Ladies’ Full Fashioned 
Hosiery—First Quality, 45 gauge. 


MAGNOLIA HOSIERY COMPANY 
35 No. Third Street 
Philadelphia 6 Pennsyivania 











1235 Washington Avenve—St. Louis, 


TOP PRICES FOR YOUR SURPLUS BETTER GRADE SHOES 


convert into cash aad ration currency 
YOUR NAME PROTECTED ... WRITE — WIRE OR PHONE 
SPECIALISTS IN FINE SHOES FOR 15 YEARS 


M. K. WEIL SHOE Co. 








E XCELLENTLY LOCATED WOMEN’S 
SHOE AND ACCESSORY STORE--Large 
Western New York City; New Front, with 
complete fixtures, ready for business. 
maker for years. Owner has other interests. 
$3,500 for quick sale, complete. i 
stocks. Address #378, care Boot & Shoe Re 
ad 100 East 42nd Street, New York 17, 





Independents Can Meet 
Chain Store Competition 


Detroit, MicH. — “Now that -big 
stores and powerful organizations are 
operating on a large scale, it is no time 
for the independent retailer to get 
frightened,” according to Nathan Hick, 
vice-president of the Michigan Retail 
Shoe Dealers’ Association. 

“There’s just as much room for him 
today as ever. He is a part of the 
community he serves, and no com- 
munity can get along without the ser- 
vices of its neighborhood merchants. 
The fact that chain stores came into 
small towns and neighborhood sections 
proves that there is a lot of business 
to be had in both. 

“The personal contact of a merchant 
with his trade is more valuable than 
cold matter-of-fact attention by sales 
people in chain stores. Chain store com- 
petition keeps one on his toes to meet 
that competition. 

“One finds big business everywhere 
except in backward countries, because 
big, like small, business, has to prosper 
to become big. It’s your privilege to 
grow big if you possess the organiza- 
tional ability. 

“Thirty years ago, retailers were in 
mortal fear of the mail order houses, 
but the independent survived and pros- 
pered. The mail order’s advantages of 
economical management went to naught 
when the independent merchant with 
backbone refused to capitulate. The 
mail order houses had to eat their 
claims by opening up their own retail 
stores.” 


A United Industry 
Faces Realities 


[CONTINUED FROM PAGE 45] 


dustry has been definitely broadened by 
the new things that have been intro- 
duced during the war. The release of 


tennis footwear and the eventual sports 
footwear for every recreational activi- 
ty, from golf to fishing, will expand 
the wardrobe of American men, women 
and children and will make a wider 
market. 





November 15, 1944 








WE BUY 

SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 

FOR CASH AND RATION CURRENCY 


SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobe” 
89 READE STREET 


New York City 
Phone BARCLAY 1-788. 





SHOE STORES 


BARSH & CEASAF 








WE WILL BUY FOR 


CASH 


RETAIL SHOE STORES 
AND PAY HIGHEST PRICES 


CAMITTA SHOE COMPANY 
120 N. 4th St., Philadelphia, Pa. 
Phone Lombard 2062 





CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 








SHOES BOUGHT 


Men's Women's Children's 


BARIS SHOE CO., INC. 


79 Reade St., New York 7, N. Y. 
Quality Shoe Deaiers 








SELL YOUR Suarees STOCKS 
KIRSCH-BLACHER CO., INC. 
established 1915 


We buy surplus or complete stocks of shoes from 
retailers, jobbers and urers. 
Visit our new warehouses 


108-110 Duane Street, New York 








Phone: WOrth 2-5377 and 5878 and 5379 


SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 
95 Reade St., New York 13, N. Y. 
FOREMOST SHOE BUYERS SINCE 1906 




















This was, in a paragraph, the basic 
thought that came out of the Recorder 
research at the Fair, is opportunity to 
increase by 30% the shoe wearing ca- 
pacity of Americans, as a contribution 
te full employment and post-war pros- 
perity. 

When it comes to price, the hope is 
for continuance of present price levels 
but the realistic thinking is—the Amer- 
ican public will be getting better and 
better shoes for less and less money. 
No precipitous decline in price was ex- 
pected as of V.E. Day. In fact, the 
present starved condition of shoe in- 
ventories, in alltypes of store, in in- 
stock departments and in pipelines 
leading to distribution, indicates a de- 
sire for shoes simplified to the econonty 
of current manpower and to that end— 
less interest was expressed in colors, 
fancy patterns, etc... . the desire be- 
ing: “Can this order be filled and 
when?” 


Bernhard E. Wrensch 


MILWAUKEE, Wis.—Bernhard E. 
Wrensch, 79, former president of the 
Wrensch & Herman Shoe Company, 
founded in 1900, died recently after a 





long illness. Mr. Wrensch who was 
born in Germany, came to Milwaukee 
in 1886. In 1931 he retired from the 
shoe business. 

Survivors are one son, Bernard, and 
ene brother, Paul. 





Joseph Dudenhoeffer 


NEWPoRT, Ky.—Joseph Dudenhoeffer, 
85, retired shoemaker and well known 
in the industry, died recently at St. 
Francis Hospital, Cincinnati. He leaves 
three daughters, Mrs. Alice Schulte 
and Mrs. Anna Gerding, both of New- 
port, and Mrs. Cecilia Blum, Cheviot, 
Ohio, and four sons, Frank, Clifton and 
Joseph Dudenhoeffer, Cold Spring, Ky., 
and Oscar Dudenhoeffer, Southgate, 
Ky. 

Funeral services. were held at St. 
Francis de Sales Church, Newport, with 
burial in St. Stephen Cemetery. 


Opens Shoe Store 


San Pepro, Ca.ir.—Kain’s Shoe 
Store is the firm name under which 
Leola Lederman has published a certifi- 
cate that she is conducting business at 
835 West Sixth Street, San Pedro, 
Calif. 






























Vulcan 


widths. 


Designers and manufacturers of 
quality lasts for 34 years. Use 


"Controlled Measure- 


ment’ lasts for better fit and 
better style in all sizes and 


General Offices: PORTSMOUTH, OHIO 


LAST PLANTS HEEL PLANTS 
Portsmouth, Ohio Brockton, Mass. Portsmouth, Ohio Effingham, ii 
Johnson City, N. Y. St. Louis, Mo. Johnson City, N. Y. Rochester, N. Y. 


LUMBER MILLS: Antigo, Wis.; Donken, Mich. 








To Open Another 
Department Store 


Tacoma, WASH.—A whole series of 
department stores with full-fledged shoe 
departments will stem from the Peoples’ 
Store of Tacoma, one of the leading 
footwear outlets in the Puget Sound 
area of this region. A new department 
store is opening at Chehalis, Cassius M. 
Gillespie, manager of the Tacoma store, 
recently stated, while other new depart- 
ment set-ups of the Peoples’ Store will 
be established in other prominent 
centers. The new Chehalis store is be- 
ing readied for early opening in a 
spacious location. The building is being 
extensively remodeled. 





Whillock Goes Back to School 


Boise, IpAHO—Lt. Comdr. H. W. 
Whillock, owner and former manager 
of the Whillock shoe store here, and 
now Navy liaison officer with state se- 
lective headquarters, has been ordered 
to the Naval Civil Affairs School at 
Princeton University for training in 
military government procedure in occu- 
pied areas. 

Lt. Comdr. Whillock was assigned by 
the Navy to headquarters here in Boise 
in March of 1942, and has been chief 
classification officer, coordinating offi- 
cer and an assistant occupational ad- 
viser ever since. Prior to entering the 
Navy he engaged in public relations 


116 





work and conducted business enter- 
prises in the United States, Europe and 
the Orient for 20 years. He is a gradu- 
ate of the University of Oregon. 





Attractive Fall Display 
In Houston Store 





Houston, Tex.—Paul’s Shoe Store, lo- 
cated in the downtown shopping district, 
uses sprays of English ivy and water- 
colors of giris in various costumes to dis- 
play Fall shoes and bags. Gray frames 
ere set against a pastel background. 





Ferguson Leaves Florsheim 


Cuicaco, Int.—Jean Ferguson, who 
for the past 10 years has been man- 
ager of all Florsheim women’s retail 
shops, has left Chicago and has joined 
the Innes Shoe Co. of Los Angeles as 
buyer and manager. His successor in 
the Florsheim shoe salon at North 
Wabash Avenue, is his former assistant, 
W. A. Jones. 


September Indiana Sales 
Increase 3 Per Cent 


BLOOMINGTON, IND.—The September, 
1944, retail sales for independent shoe 
stores in Indiana were 3 per cent 
larger than those in September, 1943, 
according to Indiana University’s “In- 
diana Business Review.” Their Sep- 
tember, 1944, sales were 25 per “cent 
larger than their August, 1944, total. 





Vital Help for 
Shoes in Distress 


Rocuester, N. Y.— While motoring 
through Dunville, Ont., recently, a resi- 
dent of Rochester saw this sign on 2 
shoe repair shop: 

“We doctor shoes. 
We heel them, 
Tend their dyeing, 
Save their soles.” 
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Several Footwear Orders 
Placed by Army 


Boston, Mass. — Miscellaneous con- 
tract awards covering a score or more 
footwear types have been announced re- 
cently at the Boston Quartermaster 
Depot. Though the total pairage of no 
one type is high, the total is well over 
800,000. Awards are: 

Basketball shoes — Converse Rubber 
Co., 181,000; United States Rubber Co., 
51,000. 

Combat boots — International Shoe 
Co., 53,184. 

Women’s moccasin shoes—Apt Bros. 
Mfg. Co., 14,347. 

Women’s low service shoes—George 
E. Keith Co., 24,758. 

Women’s low overshoes—Hood Rub- 
ber Co., 33,024. 

Women’s field shoes 
Mfg. Co., 838. 

The remainder of the total pairage 
includes comparatively small quantities 
of such types as safety sole boat shoes, 
safety sole overshoes, shoe pacs, ser- 
vice shoes, over-the-shoe waders. club- 
mobile workers’ boots, hip rubber boots 
and knee rubber boots. Included, also, 
are 277,065 pairs of bath sandals. 


The Green Shoe 


Install Slipper Booth 


SEATTLE, WaSH.—The Bon Marche 
has installed a new slipper booth under 
the supervision of Frank Sullivan. 
buyer and general manager for the 
main shoe shops in the Bon, which is 
attracting a great deal of attention. 

The booth is constructed in such a 
way as to do most of the selling. The 
three girls attend it confining them- 
selves to selling slippers. 
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ADVERTISING 
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NEWSPAPER 


—if you advertise in newspapers 
write today for free samples of 


|. Sterling Shoe Mat Service 
A quarterly matrix service of carefully 
written copy, photographs and beauti- 
ful art work for direct mail and news- 
paper advertising. 


2. Vincent Edwards Idea Clip- 
ping Service 
Actual newspaper tear sheets of ads 
of shoe stores; you select the exact 
stores and cities you want to see or 


leave the selection to our advertising 
staff. 


3. Learn Advertising at Home 
Advertising is an interesting study ond 
prepares you fo write more effective | 
letters; to acquire a larger vocabu- 
lary; to comprehend the sales ord | 
merchandising problems of a business, | 
and to be de finitely in a Sa to | 


ideas. 


VINCENT EDWARDS & CO. 


World's largest advertising service 
organization 








342 Madison Avenue, New York City 
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As advertised’ way neh Jot: 1945 


Like verwes 
barefoot . 
comfertabiel 


Perfect support 
without confine 


$1100 
$1150 West of Rockies 


“Hf the shoe fits . 


.."— and Allen Edmonds shoes do fit from the first mo- 


ment you slip them on! Like old familiar friends—the patented Osteo- 
path-ik Nailess construction gives a natural support and free-feeling 
that needs no breaking-in. This plus the impeccable Allen Edmonds 
styling! So be smart—start the year right in Allen Edmonds shoes. 





See classified phone ci- 
rectory “Allen Edmonds” 
for dealer, or order direct 
including ration coupon 
Write for free booklet, 
“The Shoe of Tomor- 
row!” Dept. EJ 


*Full credit to dealers on any orders that may result. 


| “The Shoe of Tomorrqw” can play its part in your plans 
for tomorrow. Your correspondence is invited TODAY. 


ALLEN EDMONDS, Belgium, Wisconsin 





> 





August Shoe Production 
Up 29.5 Per Cent 
[CONTINUED FROM PAGE 87] 


a slight gain from that in the pre- 
vious month, but again, a drop from 
that in August of last year. Output 
of these shoes since the first of the 
year came to 11,134,296 pairs, 12.6 per 
cent below production in the same 
period in .1943. 

Women’s shoe production totaled 10,- 
182,178 pairs in August, again a larger 
figure than that attained in July, but 
smaller than that reached in August 
of last year. Total for the January 
through August period this year came 





to 77,900,186 pairs, a drop of 29.1 per 
cent from the output in the same period 
the year before. 

Production of misses’ and children’s 
shoes reached 3,201,957 pairs in 
August a gain over both the July, 1944, 
and August 1948 figures. Total since 
the first of the year amounted to 23,- 
641,409 pairs, 6.4 per cent ahead of 
that for the same period last year. 

Infants’ shoe output in August was 
2,634,018 pairs, representing an in- 
crease over both the July 1944 and 
August 1943 figures. Production of 
these shoes since the first of the year 
was 18,414,054 pairs, 9.1 per cent aver 
that for the same period in 1943. 
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— WILL HAVE AN 


X-RAY SHOE 


FITTER 
Spring ss Oneal 


tf you can see beyond the Christ- 
mas Holidays, you'll realize that it 
isn't too early to decide whether 
or not you're going to be an Early 
© een ven we've had so many 
quiries regarding the delivery of 
x Ber Shoe Fitters for Spring 
Openings that we've decided to 
issue a “public statement” on the 
subject. Here's the picture:— 


Right now, orders on hand cover 
scheduled X-Ray production for 4 
to 5 months. Certain parts and 
materials are still scarce. Skilled 
help is almost impossible to find, 
and war goods still have first call 
on shipping facilities. 

So, if you're planning to introduce 
X-Ray Fitting Service in connection 
with your Spring Opening, place 
your order just as soon as you can 

. TODAY isn't too soon. 








Early Birds 
Get the “Breaks”, Too! 


The X-RAY Shoe Fitter 
is the only device of its 
kind that lets your cus- 
tomers see at their 
shoes fit properly. . 
That's wer 8 & gives you 
the “bre in custo- 
mer good will and con- 
fidence. 





A) any 


3 X-RAY 
SHOE FITTER UTA 


3533 NORTH PALMER STREET 


MILWAUKEE i WISCONSIN 
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Nunn-Bush believes it is not too great an ambition to be 
















known as makers of the finest shoes in the world for men. 
115 It is suggested that you will find it profitable to feature 


10 § ¢he shoes Nunn-Bush thus pits against worthy competition. 
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7, os Merchants interested in the Nunn-Bush franchise are A, by /- “a / ° / 0), Z , 
112 urged to write. Millions of men returning from mili- 


. 117 tary service will have a knowledge of the need for 
ie shoe quality as never before. FOR ADDED STYLE MILEAGE 
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NUNN-BUSH SHOE COMPANY «+ Manufacturers + MILWAUKEE 1, WISCONSIN 





ES . . . Stride-Rite in-stock shipments are as prompt 
and accurate as ever. Of course, we cannot make as many 
Stride-Rite shoes as our customers want, . . but, those we 
can make are of the same high quality, and are serviced 
with that samé efficiency which has meant so much to 
Stride-Rite .dealers~in the. past. Soon, we hope, we. will be 
able to supply the needs of our present customers . . . and 
the many others whom we would like to serve . . . and with 
the same*prompt, efficient service which has become a by- 
word in the trade. 








